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The Can Manufacturers’ Institute 
is to undertake a program of re- 
search under Miller McClintock. 
Knowing the good doctor’s favorite 
subject, you won’t be surprised if 
he turns up with a plan to use tin 
cans for highway markers. 
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An ADVERTISING AGE writer ex- 
plains the difficulty the oleomarga- 
rine manufacturers are having by 
saying, “The interests who produce 
butter are mighty potent.” Farm- 
ers, that is, get their kick these 
days from politics instead of hard 
cider. 

'<e « 

Easy Washing Machine Company 
offers housewives “the solution to 
35 washday problems.” If there 
are that many, maybe the best so- 
lution ig to send the stuff to the 
laundry. 
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“More Stringent FCC Laxative 
Copy Rules Cited.’—Headline in 
ADVERTISING AGE. 

For every action there must be a 
reaction. 

, | © 


Senator Hatch uses the “success- 
ful advertising’ in behalf of W. 
Willkie as a 
further restrictions on _ political 
copy. But doesn’t he know that in 
politics they don’t pay off for place 
or show? 


a 


Newspaper copy scheduled for 
summer publication will point out, 
“Bacardi cocktails must be made 
with Bacardi.” Regardless of 
whether the accent is on the first 
or second syllable? 


v ~ 
U. S. Gypsum is urging home 
Owners to “decorate your rooms 
with colors that compliment you,” 
but in most households the choice is 
based on the kind of finger prints 
Junior usually leaves around. 
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WILLIAMS, LAWRENCE & CRESMER CO. Representatives 


reason for imposing | 


Another angle on the idea of de- | 


a big $1.29 Value- 
yours for 


PSOE. 


Fifty cents in coin and the perforated 
section from a Modess box top sent to 
the Personal Products Corporation, New 
York, will bring, in plain wrapper, this 
new Hide-Away case. This newspaper 
advertising of the offer is a test limited 
to Albany, N. Y., beginning March 15 
and running weekly. The rayon taffeta 
case, says the copy, may be used to 
eliminate space-taking tell-tale boxes. 


Important Changes 
in Whisky Labels 
May Be Ordered 


Industry Is Unanimous 
in Opposing 60 Proof 
Legalization 


MWD FO TOUR “HIDE awaT” Cast TopaT) 


Washington, March 19.—The first 
changes in the regulations affecting 
liquor advertising since the old 
Federal Alcohol Administration was 
absorbed into the Alcohol Tax Unit 
of the Bureau of Internal Revenue 


in the next few months. 

One proposed amendment seeks 
to “specifically preclude the use of 
labels containing brand names 
which create misleading inferences 
as to the age, origin, identity or 
other characteristics of the product.” 
Adoption of such a rule, considered 
likely by the trade, would mean 
that a brand of Illinois whisky 
could no longer bear the name of 
“Kentucky Belle’; that an unaged 
whisky could no longer be known 


as “Old Oak Barrel” brand; and 
that a straight whisky containing 
only 51 per cent bourbon would 


have to adopt a name other than 
|“Old Bourbon.” 


| Military Motif Banned 


siging rooms to “compliment” the | Another proposal seeks to “pro- 
lady of the house is that in these hibit in specific terms any label or 
days of beauty shop miracles a advertising matter for alcoholic 
woman can change her colors easier | beverages from containing any eel 
than those of her rooms jtorial or other _ representation, 
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A new commercial film is in-| Army, Navy or Marine Corps, to 
ended to “glamorize” the man who |the military forces of other nations, 
pastes ie paper on the wall. But|to men in military uniform, to ex- 
Nl have a hard time equalling es- | isting military forts or camps, or to 
‘ablish 1 public interest in the /any flag of this or any other gov- 

“mous one-armed paper-hanger. | (Continued on Page 37) 
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Rough Proofs 
Voice of the Advertiser 


July 1, 1940, are being considered | 
and will probably be adopted with- | 


New York, March 20.—With the 
national defense program engender- 
ing a new “war mentality” among 
consumers, the era of “advertising 
playfulness” is in its last stages and 
will soon come to an abrupt end, 
according to John P. Cunningham, 
vice-president, Newell- Emmett 
Company. 

Sharing the spotlight here today 
with Paul T. Cherington, McKinsey 
& Co., at the monthly luncheon 
meeting of the Fashion Group, Mr. 
Cunningham emphasized that the 
psychological effect of the defense 
effort, in its creation of a new 
mental attitude, will be of more 
importance to advertising men than 
all the economic factors involved. 

“You get a national attitude that 
strips the parsley and trimmings off 
the steaks and wants to get right 
down to fundamentals,” the speaker 
said. “This I believe will be re- 
flected in our advertising.” 


Have Played Fear Complex 


Mr. Cunningham characterized 
the last few years as a “pretiy bad 
period” during which advertising 
men, instead of considering Ameri- 
cans as 130,000,000 people, have 
looked at them as “lovelorn hearts, 
weak and faltering kidneys, sluggish 
intestines.” 

“We have regarded the fear ca- 
pacity of the nation as a huge unex- 
ploited mine and worked it well,” 
the speaker continued. “We have 
raised an odor from a private, per- 
sonal thing to a vast graphic heavy 
cloud that hangs over America like 
a lifted fog. This period of our 
history is almost over.” 


Other evidences of “advertising 
playfulness” cited by Mr. Cunning- 
ham were comic strip sequences, 


and the various novelties, such as 
bleed pages, pull-outs and zigzag 
layouts, offered by magazines. Such 
trimmings will have no appeal for 
men and women involved in the 
“dirty business” of war, he said, 
because “war breeds a state of mind 
(Continued on Page 37) 
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Wonderful Flavor! 
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The Same Quaker Oats | VITAMIN B, 
You Love for Breakfast | ™"""™ "=" 


Dbnd ems destrthnted in bart W ovme by 


PERFECTION 
BISCUIT COMPANY 


Fort Wayne, tediene 


This test is expected to determine 
whether or not Quaker Oats Company 
becomes a factor in the bread industry. 


| 


promotional gap between breads 
and cereals—products which have 
long been considered as at least 
mildly antagonistic to each other— 
will be bridged if a new promotion 


now being tested in Fort Wayne, 
Ind., proves out. 
In that city Perfection Biscuit 


Company, a local baker, this week 


began intensive promotion of a 
brand new loaf of bread—Q-O 
Bread—baked with oats. As the 
name indicates, the oats in Q-O 
|bread are not just oats, they’re 


|Quaker oats; and if the test pro- 
motion which got under way this 
week works out, Quaker Oats Com- 
pany will have developed a totally 
new and heretefore untapped source 
of sales. 

While an aura of mystery sur- 
rounds the entire operation, it is 
known that the Fort Wayne test is 
the first to be launched on behalf 
of Quaker Oats, and no further 
promotion can be anticipated until 
the reaction of both public and 
retailer to the new product can be 
gauged. No one will venture to 
assert how long this test period will 
be, but bakery circles, from long 
familiarity with the “normal bread 
promotion cycle,” believe it will 
last some three months. 


Plugs Cereal 


The first piece of 
broke in Fort Wayne newspapers 


copy, which 


Detense Brings 
Trailer Boom, 


FSA Discloses 


Washington, March 
in the trailer business unparalleled 
since “living on wheels” first be- 
came popular some years ago is now 
in progress, it was learned here 
today when the Farm. Security 
| Administration disclosed that emer- 
gency defense housing requirements 
would absorb virtually the entire 

(Continued on Page 37) 


New York, March 21. 
Paterson, N. J., 


ies, has stepped 


Last Minute News Flashes 
Dura-Gloss Appropriation Boosted to $200,000 


For the third successive year Lorr Laborator- 
up 


its appropriation for Dura-Gloss 


nail polish with a schedule consisting of 35 magazines which will carry 


full and fractional pages in color eac 


first consumer copy appeared two 


h month. 
years 


The budget, doubled since 
ago, now about $200,000. 


IS 


| H. M. Kiesewetter Advertising Agency handles the account. 


N. Y. Life to Feature “Things a Man Can Trust” 


New York, March 21. 


New York Life Insurance Company will fea- 


|ture “things a man can trust” in an institutional campaign to run for 
the remainder of the year in Collier’s, Farm Journal and Farmer’s Wife, 


| The Saturday Evening Post and the 
Times. 
gration of birds, and the north star 
is the agency. 


» magazine section of the New York 
Such subjects as the coming of spring, sunrise, coast guard, mi- 


will be discussed. Cecil & Presbrey 


Del Monte Packs Part of Coffee Output in Glass 


San Francisco, March 21.—California Packing Corporation will shortly | 
make part of its Del Monte coffee av 


by Owens-Illinois Glass Company. 
nationally, at the same price as Del 


ailable in Duraglas containers, made 
The glass packed coffee will be sold 
Monte coffee packed in tin. 


MacDonald Heads Canadian Bureau of Advertising 


Toronto, March 


21.—I. 


H. MacDonald, 


advertising director of the 


Winnipeg Tribune, has been appointed manager of the Bureau of Ad- 


; | vertising of the Canadian Daily Newspapers Association. 


up his new duties April 1. 


He will take 


18.—A boom 


Monday, was 280 lines on 4 col- 
umns, and read much more like a 
promotion for Quaker Oats than for 
a bread. “Delicious new bread now 
baked with Quaker Oats,” it says. 
“Here is great news for those who 
like good food, for this delicious 
new bread brings you the goodness 
of genuine Quaker Oats. Q-O bread 
is baked with a blend of fine wheat 
flour and Genuine Quaker Oats, the 
same Quaker Oats which has been 
the favorite breakfast cereal of 
American families for generations 

. Q-O bread ... is made to a 
recipe developed and owned by The 


Quaker Oats Company.” 

Farther along in the copy the 
reader is given this advice: “For 
breakfast every morning serve 


Quaker Oats, that delightful break- 
fast cereal. For luncheon and din- 
ner serve this same delicious oat- 
meal in the form of bread.” 

The entire cost of the promotion, 
it is reported, is being borne by the 
icereal manufacturer, and the test 
‘advertising is being placed by 
Reincke-Ellis-Younggreen & Finn, 
Chicago, heretofore not identified 
with the Quaker account. The 
recipe developed by Quaker Oats is 
said to call for a mixture of 25 per 
cent of the cereal with wheat, so 
that it can readily be seen that 
popularity for the new loaf would 
|}open up a tremendous new market 
| for Quaker. 

Reverses Industry Trend 
| But even if the new loaf finds 
favor with the public, the battle 
will be only half won, bakery inter- 
ests, who are watching the Quaker 
Oats test with tongue in cheek, aver. 
This is true because most bakers— 
and grocers—consider bread and 
breakfast cereals more or less com- 
petitive, the argument being that 
increased consumption of cereals, 
especially at breakfast, tends to 
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ADVERTISING AGE 


March 24. 194) 


create decreased consumption of 
bread, and vice versa. 

According to reports, Quaker 
Oats itself recognizes this situation, 
and believes that widespread ap- 
proval of the new Q-O bread may 
possibly have an adverse effect on 
the sale of its oats for use as a 
cereal. Obviously, however, the 
company anticipates that success of 
the new loaf will boost the total 
sale of its oats, while incidentally 
giving the cereal itself a consider- 
able volume of favorable publicity. 

Entrance of the Quaker Oats 
Company into the bread field comes 
at a time when the industry is in 
the throes of the most active pro- 
motional period in its history, due 
primarily to the introduction of 
enriched flour. Promotion of bread 
has long been a mystery to most 
merchandising men, because the 
normal course of bakery promotions 
is much more involved than that of 
almost any other field. 


Promotions Originate Outside 

The baker who devises a new loaf 
or a new name or a new promotion 
on his own account is a rarity in 
the field. Almost all of the endless 
new formulae, new wraps and new 
loaves originate among those selling 
material or ingredients or wraps to 
bakers, and they are normally de- 
veloped merely as a means of 
increasing the sale of these mate- 


rials or ingredients to the baking 
| field. 
| Especially notable among. the 


|organizations developing and syndi- 
cating bread promotion are the pro- 
ducers of wrappers, such as the 


Dobekman Company, Milprint, and | 


others, who frequently develop a 
selling plan complete in every de- 
tail, from formula to name and pro- 
motional program, although their 
percentage of the baker’s expense 
dollar is a comparatively minor one. 


| Anderson Goes to 
Ruthrauff & Ryan 


John D. Anderson, who joined 
J. M. Mathes last October in charge 
of the Spur account, has left to 
| become an account executive at 
| Ruthrauff & Ryan. It is expected 
| he will be active on Lever Brothers 
| accounts. 

Before joining Mathes, Mr. An- 
derson was advertising manager of 
Nehi Corporation, and previously he 
served with Batten, Barton, Dur- 
stine & Osborn. 


McQuigg Named V. P. 


John L. McQuigg, an account 
executive for three years in charge 
of the Nash Motors account, has 
been elected vice-president by 
| Geyer, Cornell & Newell. He will 
| be manager of the agency’s Detroit 
branch and will continue in charge 
of Nash Motors advertising. 


Taylor Leaves ‘Printers’ 
Ink”; Others Shifted 


Douglas Taylor, for the past eight 
| years vice-president of Printers’ Ink 
|Publishing Company, New York, 
|has resigned. 

George A. Nichols, formerly 
treasurer, was elected vice - presi- 
dent; Richard W. Lawrence, Jr., 
'formerly secretary, was named 
treasurer, and J. Stewart Heilman 
was elected secretary. Henry W. 
Marks, in charge of the 
service department, was named ad- 
vertising director 
tions. Joel 


Lewis, his 


partment post. 


Braden to Campbell-Ewald 

Jim Braden, for five years a 
member of the staff of William E. 
Holler, Chevrolet general sales 
manager, has been’ appointed 
director of Chevrolet publicity for 
Campbell-Ewald Company, Detroit, 
Chevrolet agency. He _ succeeds 
N. W. Hopkins, who is now on spe- 


cial assignments for the agency. 


Form Publicity Group 
Chicago publicity directors have 
organized the Publicity Association 
of Chicago. A board of 15 directors 
is now being elected. Meetings will 
be held every two weeks, the next 
one being April 2 at the Merchants 


and Manufacturers Club, Merchan- 
dise Mart. 


CAR OF 


TOMORROW... 


More cars, both today and tomorrow, 


will be sold to city-living people in 


lowa, than will be sold in Pittsburgh, 
Cleveland or St. Louis. Why? 


Because URBAN 
market (979,191 people). 


IOWA is a bigger 
Your ad- 


vertising in ONE newspaper influences 
4 out of 5 URBAN lowans—plus thou- 


sands of other car buyers who live in 


small lowa towns and on farms. 


The Des Moines 


Register and Tribune 


361,433 Sunday 


of 
car 


“cars 


of their 


4 our or § 


the Sunday Register. : 
So do 4 out of 5 | ™ 


311,768 Daily 


all urban lowa 


dealers selling 


of today”’ read 


customers. 


readers’ | 


of the publica- | 
assistant, | 
succeeds to the readers’ service de- | 
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By 1956 This Will Be the Story of 1941's Babies 
(APPROXIMATELY) 
190,000 wii be DEAD . 
POSS wii be CRIPPLED 
59524 wi be TUBERCULAR . 
309534 will be MENTALLY DEFICIENT 15 emt of every 100 
12,500 wf be DELINQUENT (LEGAL OFFENCE) | emt of every 150 
156.250 will be MALADJUSTED “PROBLEM CHILDREN” = 8 out of every 100 
TIO S86 will be WHOLLY O8 PARTLY WasTED 
~A& PASTE OF 378 OF HUMAN LIFE! 
ONLY ABOUT 48 OUT OF (00 WILL BE MEALTHY 46D YORMAL CHILDREN 


Te ee es kee me Na ws hee Phen Patent Steg Sh Cmte te ee Se 


9 out of every 100 
’ . 1 out of every 100 
3 out of every 100 


Planned Par 


& MEMALY OF 


mA 
OF AMER 
— ene 8 tee —— 
’ —— 


i! 
t 
I 


fi 
{ 
ll 
eerety 
i 


I 
me 

[; 
rt 


filet! 
Hi 


| The F irst Key to Strong National Health— 


ed Parenthood 


— 
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CONTROL DRIVE 


_ BIRTH CONTROL 


—Through Planned 
Parenthood 


To make 
America Strong, 
We Must First Make 


Americans Strong! 


But Look what is happening to our REAL National Strength! 


prosimatety OC 000 of (heme 
whoring! married women Le approcumavesy mR On 


The wramtiome whic gree nie te the herbert) of nme 


2 te and ominal ee 


can be tapped. Ih eat be stopped It ul be 
eopeed: Ite up eae YOU — todemand of our govern: 
meet — tedewel, sate and teen chet AL! of ae be grven 


‘The ommstton oe aed weir 5 


How You Can Help 


oes 


ea se ay eth ae et et me ree 


mee Cant ee 
Sates 8 hoe 


The National Committee for Planned Parenthood ran this |,750-line copy in the 
New York Times and Heraid Tribune last week, and hopes to extend it if funds 
are made available. 


Business Told 
fo Insist on 
Free Enterprise 


Dr. Lasswell Points Way 
in St. Louis Ad Club 
Talk 


St. Louis, March 19.—Business in 
America, the truly competitive, 
non-monopolistic type, must soon 
unite on some plan by which some 
| line may be drawn between govern- 
ment control and free enterprise, 
j}and this must be done before gov- 
j}ernment control reaches a_ point 
‘where such balance is impossible, 


according to Dr. Harold D. Lasswell, | 


| political scientist of Washington, 
D. C., who spoke before 300 guests 
}at a St. Louis Advertising Club 
dinner here last night. Dr. Lasswell 
is now making a study of the pres- 
j}ent status of world business sys- 
tems for the government. This was 
| the first “Court of Business Inquiry” 
held by the club. 

“Genuine business must clarify 
its own mind on how to preserve its 
freedom, then use political pressure 
to do it,” he said. “Non-monopo- 
listic business needs to retain its 
voice as a means to maintaining a 
balanced social structure in this 
country. Its place now is being 
taken by specialists in mass party 
organization that may give way 
to specialists in governmental vio- 
lence, such as Russia experienced. 


| Neither government nor 
|should gain a _ preponderance of 
power. You can’t trust any one 
group of men with the power to 
|control national decisions and still 
'maintain a free society.” 

| He urged business to adopt the 
slogan: “We insist on maintaining 
free private enterprise. We _ hold 


business 


hat anyone who attacks the gov- J 


/ernment is subversive, that anyone 
‘who attacks free enterprise is 
equally subversive.” 

Dr. Lasswell asserted business 
|men who believe the war crisis is 
only temporary are kidding them- 
selves. “The prospect is that the 
United States must again become 
socially minded on a_ world-wide 
scale because of the bombing plane 
threat. The bomber is still in the 
|infant stage and, until an effective 
|defense against it is found, the 
nation that has the most bombers 
will control Europe, at least. 

“Therefore this American mili- 
tarization program is not temporary 
‘and the danger of social unbalance 
\in favor of government domin ited 
by violent philosophies is going to 
lcontinue to grow. The only wa) 
| business can forestall this impend- 
‘ing social unbalance is to unite on 


‘some rule whereby both govern- 
ment and business powers can be 
limited.” 

Business men questioned Dr. Lass- 


well through the “Court of Inqu!’) 
In response he urged that bus 
ness shed its fears of public itl- 
cism, admit monopoly evils and sé! 
about curing them with ibli 
backing. He suggested the an! 
nopoly division, Department of Jus 
tice, be used in a cooperativ: 

as a means of business cleaning !* 
own house. 
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NOW! 


“Now” we say—but it’s really nothing new. Lots of magazine advertisers have known about it for 


years, use it increasingly to fortify magazine schedules in key buying centers all over the country. 


We're talking about THE NEW YORK TIMES MAGAZINE, of course, the magazine that gives your advertising 


unique 3-dimensional selling power: 


re 


1 First, a volume nation-wide circulation among over 800,000 brand-conscious, A , 


able-to-buy families ee 


> it 


9 Then, buying power concentration—in New York, your biggest market, and in 


big-buying markets all over the country 
ness 
is 18 
iem- 


po And always, the tremendous selling power that makes The New York Times 


‘come | 
rhe the biggest Sunday advertising medium in the country. 
| the 
ctive 
Ro THE NEW YORK TIMES MAGAZINE is fashioned to fit the exacting demands of Times readers . . 
mili- fashioned to a living editorial formula that makes it as vital in readers’ lives as tomorrow morning's 
rant 
, rer front pages. Attracting their attention, it breathes extra pulling power into your advertising, 
nate 
1g to 
vay breathes extra profits into your business. 


yend- 


t on 


rn- 
be 


PROOF of the unsurpassed selling power of the Sunday Times—it publishes more depart- 


ment store advertising than any other Sunday newspaper in the country .. . 


is first choice of New York's department stores, who deal with 


more women than any other merchants in the world. 


The New Pork Simes Magazine 


‘OWERED FOR PROFIT BY AMERICA’S BIGGEST SUNDAY ADVERTISING MEDIUM 
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Gets Two New Accounts 

T. O. Dey, New York shoe crafts- 
man, has appointed Jasper, Lynch 
& Fishel, New York, to direct its 
advertising. Metropolitan news- 
papers, magazines and direct mail 
will be used. The agency has also 
been appointed by Harpers Maga- 
zine, New York, to handle promo- 
tion of its retail shopping section. 
Harold Tritel, formerly with the 
Somerset Company, New York, has 
joined the agency’s art staff. 


Whitaker and Church to 
“Ladies Home Journal” 


Ralph H. Whitaker has joined the | 


New York staff of Ladies’ Home 
Journal. He was formerly with 
McCall’s, was Eastern manager of 
Newsweek, and engaged in a media 
study for Magazine Marketing Serv- 
ice, New York. 

Allen C. Church, formerly with 


Woman’s World, has joined the} 
Ladies’ Home Journal advertising | 


staff in Philadelphia. 


NBC Advances Thompson 


Don Thompson, formerly special 
events producer for NBC in San 
Francisco, has been named super- 
visor of special events for the West- 
ern division of NBC. Clinton Twiss, 
whom he succeeded, was promoted 
to supervisor of announcers, with 
headquarters at Hollywood Radio 
City. 


|port will be made. 


Report Dissension 
Holds Up Monopoly 
FCC Radio Report 


Industry Fears Docu- 
ment Will Ask Curbs of 


Severe Nature 


| By A. P. MILLS 


| Washington, D. C., March 20.— 
|The long-awaited monopoly report 
| by the Federal Communications 
Commission, which is expected to 
| ban numerous network practices 
|and have widespread repercussions 
throughout the broadcasting indus- 
try, is still under consideration and 
will probably not be issued until 


| after April 1. 


FCC chairman James L. Fly has 


work-affiliate contracts, the demand 

that networks be licensed, multiple 
and absentee ownership of stations, 
and artists’ service departments 
operated by the chains. 

The implications of the report, if 
it bears out the predictions of in- 
dustry leaders, are likely to be even 
more serious than the actual rulings 
| made. The possibility of a govern- 
| ment-operated station or stations, 
| while such may not be definitely 
| recommended, is one between-the- 
| lines prospect broadcasters expect 
be able to read into the report. 
} 


AT PHILCO MEET 


A Government Station? 


A recommendation for a govern- 
|}ment station has already been 
| voiced in another government circle. 
| Monograph 26 of the Temporary 
| National Economic Committee, writ- 
| ten by staff economic expert Donald 
C. Blaisdell, contained such a sug- 
gestion. 

In proposing means for bringing 
lobbies into the open, Mr. Blaisdell 
wrote: “It should be recognized 
that the federal government has a 


E. B. Loveman, Philco advertising man- 

ager, and Sayre M. Ramsdell, public re- 

lations director, talk things over at the 
Philco refrigerator sales convention. 


| responsibility to see that the electo- 


declined to indicate when the re-|Case and T. A. M. Craven, are | rate is informed on public prob- 


But industry | known to disagree with the majority | lems. 


This can be done either by 


leaders do not expect its release|as to the nature of the report, and| requiring private radio chains, as a 
until next month. The Commission | are said to have already prepared | condition of retaining their licenses, 


has held several meetings on the 
question during the past fortnight. 


Two members of the seven-man | 


a minority report reflecting their | to publicize the activities of lobby- 
dissenting viewpoint. 


ists in Washington and elsewhere; 
Points expected to be covered in| or, failing this, by establishing a 


March 24, 194) 


es 
—— 


radio broadcasting station for the 
| dissemination, among other 
|of such information.” 


What Is Expected 


The FCC report is expecto; 
ban network-affiliate contra 
more than one year’s duration )} 
of them now extend for five 
The commission is also expecind ty 
demand that these licenses b, 
exclusive, meaning that no nx vork 
can prevent an affiliate from algo 
affiliating with another chain. Ap. 
other requirement expected | that 
stations will be ordered ; to 
reserve blocks of time for ne‘ work 
use. Enforcement of such a pro. 
vision would mean that net» orks 
would no longer be able to © jar. 
antee to advertisers that all d. ire 


‘nings, 


| stations could be linked for a »ar. 
| ticular program. 
| Radio lawyers contend C’s 


| powers do not extend over g ung 
'expected to be covered by the 
monopoly report. To suppor’ this 
| contention, they point to the © nd. 
ers Brothers case in which the 
Supreme Court reversed a ver 
court ruling. The high court © >jn- 
ion said: “The act does not ass. y to 
regulate the business of the lice see 
The Commission is given no s\ »er- 
| visory control of the program . of 
his management or of policy. Ip 


body, Commissioners Norman §S.|the majority report include net-| government-owned and operated | Short, the broadcasting field is pe 


Headline .. 


° COpy 


... layout .. 


. tilustration .. . human 


interest. Yes, all these make good advertising. 


All these . . 


. and Frequency. For Frequency is the life- 


blood of all advertising. 


The copy above is a case in point. It has appeared in The 


Family Circle, with var 


iations, every week for five weeks 


. a half-column advertisement containing an offer set 


in 8-point type. 


The first week it brought a modest number of responses. 
The second week 42°;, more. The third week 130°, 
more. The fourth week 332°;, more. The fifth week 


414°, more. Obviously 


, it takes more than one week for 


people to catch on. But give them time, and they catch 


on like an avalanche. 


If you sell a product that is bought repeatedly through- 
out the year, remember this: Your advertising campaign 
can achieve a maximum effect only if it delivers impres- 
sions frequently enough to correspond with the frequent 
buying habits of your prospects. 


Maximum frequency isn’t necessarily expensive. For a 
comparatively small expenditure—less than you might 
pay for two spreads in a monthly magazine — you can 
implement your present advertising with a schedule of 
52 columns in The Family Circle — the only woman's 
weekly—reaching 1,400,000 known grocery-buying house- 
wives every week throughout the year ... 1,400,000 active 
shoppers who are practically all customers of self-service 
food stores, where the choice of products displayed on 
the shelves is influenced by consumer advertising alone. 
This idea must appeal to advertisers, for last year 41 well- 
known products were advertised more frequently in The 
Family Circle than in any other magazine. 


THE FAMILY CUROLE MAGAZINE 


THE ONLY WOMAN'S WEEKLY « 
NEW YORK ° 


NEWARK . 


1,400,000 CUSTOMER-HOUSEWIVES 
CHICAGO ° SAN FRANCISCO 


to anyone, providing there b: a; 
| available frequency over whic hy 
can broadcast without interfer ne 
to others, if he shows his co: pe- 
tency, the adequacy of his equip- | 
ment, and financial ability to rake 
good use of the assigned chan: el.’ 


Ready for Finish Fight 


In rebuttal, supporters of the 
position FCC is expected to tike 
can quote from Section 203 of the 
Communications Act of 1934, which 
|says FCC is to “have authority t 
make special regulations app!ica- 
ble to radio stations engaged 
chain broadcasting.” 
| Radio is girding itself for a finist 
fight, in case its worst fears prove 
justified. The first step will be t 
request a hearing, and for time t 
file objections. Court and/or con- 
gressional action may follow. 


Colorado Fair Trade 
‘Act Held Valid 

The Colorado fair trade act 
passed in 1937, was held constitu- 
tional in a decision handed dow 
March 18 by District Judge Josep! 
J. Walsh in a suit charging a build- 
ing materials dealer with selling 
cement below the minimum price. 

Special assistants to the U. § 
Attorney General attached to the 
| anti-trust division, who are assisting 
in a grand jury investigation of th 
| lumber and building material indus- 
| tries in Denver, attended the hear- 
ing and took notes. Judge Wals! 
asserted that the evidence led hi 
to believe that there is price col 
|lusion among manufacturing dis- 
| tributors in the Denver area. 


Joins Tyson Agency 

J. Lloyd Handy, formerly a 
;}count executive with Willian Re 
|advertising agency, New Yor', 5 
| joined O. S. Tyson & Co., New Yo! 
|/in a similar capaciity. 


MULTIPLE IMPRESS 0K 


ON MASSES OF PEC PLE 
35,021,292 


persons see Wha! Tax 
posters each week on. 
cabs in 43° citie- _ 


mass circulation! [oer | 
tails, write Wm. | Wh 
Co. Washington ‘uildité 
Louisville, Ky. 
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Is Your Philadelphia ~ 
_ Advertising Adequate? 


HE MANY and diverse industries in 
‘Lae vast Workshop which is the 
. Philadelphia District are enthusiastically 
answering the call of America’s giant 


Inquirer is FIRST 
nist defense program. Here in this “Arsenal . . . 
eu of America”, Cramp’s Shipyard has a in Philadelph id 


$113,000,000 contract for six cruisers; 


the Baldwin group of companies has 
$56,000,000 in orders for tanks and artil- 
lery; Autocar has awards for trucks, ex- 
ceeding $19,000,000; New York Ship- 
building has more than 10,000 employees 
at work on contracts valued at more 
than $500,000,000; Sun Shipbuilding has 
$173,000,000 in orders. Total awards for 
the District exceed $1,441,000,000. Such 
appropriations produce more than muni- 
tions—they produce prosperity. 


Ancient circulation peaks and obsolete 
advertising supremacies offer no guide to 
Philadelphia advertising values in 1941. 
Today, The Inquirer is Philadelphia’s 
FIRST newspaper, with unquestioned ad- 
vertising leadership for seven consecutive 
years. When you advertise to the Phila- 
delphia market, start with the cream. 
Inquirer circulation includes the people 
who build fine homes, buy fine art, pat- 
ronize the opera, theatres and concerts, 
contribute to charities, cultivate the art 
of civilized living. They buy—they buy 
more—they buy more often. Such families 
are excellent customers even for every- 
day staples. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


‘Philadetphia Inquirer 


FOR 112 YEARS A PHILADELPHIA INSTITUTION 
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NAB and ASCAP 
Hold lst Session; 
All Is Amicable 


New York, March 20.—With both 
factions apparently anxious to let 
bygones be bygones in the radio 
music war, representatives of the 
National Association of Broadcast- 
ers and the American Society of 
Composers, Authors and Publishers 
joined hands here today and began 
their trek down the road to reunion. 

Resuming face to face discussions 
for the first time, the newly ap- 
pointed NAB conference committee 
met behind closed doors’ with 
ASCAP’s special radio committee 
of eight and delved into the problem 
of patching up differences. At the 
conclusion of the session the con- 
ferees emerged to remark that all 
was proceeding amicably. ASCAP 
is to draw up a specific proposal for 
the broadcasters’ 
as soon as this is ready the NAB 


group will meet again to discuss the | 


offer. 
The ASCAP proposal is expected 
to be submitted in about a week. 
Members of the NAB conference 
committee are: Neville Miller, NAB 
president; Niles Trammell, NBC 
president; Edward Klauber, CBS 


| baum, 


| work Affiliates; 


consideration and | 


| advertising 


executive vidicieneaiiliane ork, and| § kh Ide 6 

Sueibert, WOR, New York, and) MOCKNONGE!S ef 

WFIL, Philadelphia, and 2 
Promotion Course 


chairman, Independent Radio Net- 
John Shepard 3rd, 


Yankee Network; Edwin Craig, 

WSM, Nashville; Walter J. Damm,}|& 

WTMJ, Milwaukee; John Elmer, in Annual Report 
WCBM, Baltimore; 


Mark Ethridge, 
WHAS, Louisville; John J. Gillen, 
WOW, Omaha; Harold V. Hough, 
WBAP, Fort Worth; Herbert Hollis- 
ter, KANS, Wichita; Paul W. Mor- 
ency, WTIC, Hartford; and William | 
West, WTMYV, East St. Louis, II. 


Explanation of Adver- 


tising Given by General 
Foods 


<odeunnieidiaaaticimnie | New York, March 
: ithe give-and-take technique of a 
Wurlitzer to Move - ‘town hall forum, Gomme Foods 
Headquarters to Chicago |Corporation this week invested its 
The major part of the executive|annual report with the flavor of a 
offices of the Rudolph Wurlitzer 
Company, Cincinnati, will be moved | agement representatives and stock- 
to Chicago in August. |holders. The report 
A retail store will be continued |tyjputed to 67.158 stockholders. 
in eappion ing executive offices being | Based on a nationwide survey of 
taken over , the sales department. 5,000 stockholders, the report of 


|1940 operations attempts to satisfy 
}their curiosity about various as- 
|pects of the inner working of the 
Haberer jcompany. The report presents the 
Haberer | questions with answers by top ex- 


20.—By using 


Pullman Names Haberer 
The Pullman Company, Chicago, | 

has appointed Erwin S. 

agent. Mr. 


joined the company in 1920 > | . 

. va : : pony mn Xe po the ecutives of the corporation. 

| passenger department, was named The survey. conducted by Ameri 
secretary to the passenger traffic - ey: oe 7 Ameri 


manager in 1924 and assistant in|¢@a2 Management Association, 


the vice-president’s office in 1932. 


? 


Even in this day of scientific selling. 
many advertisers who sell to business 


executives neglect merchandising. 


$$$ They advertise in executive pub- 


lications that are read at home. 


Either 


merchandising, 


they stop. they 
or they push it 


the picture 


$$$ Result is a large part of their 


advertising expenditure goes to waste. 


Good media and good copy 


produce as they should. 


$$$ To reclaim or prevent this waste, 


use The Wall Street Journal. 
$$$ [i gives 


more 


you, per 


dollar. 


0 YOU make this mistake 
in advertising 


don’t think 


“to save money.” 


fail to 


advertising 


readers who are active 


management-executives of industrial 


$1.000,- 


corporations with assets of over 


000 than any other medium, 


$$$ With 86 per cent of its sub- 
scribers reading it in their offices, it is 
the one national executive-publication 
that merchandises for you. It takes your 
advertisement, your selling story, to 


desks. 


buy and you must sell. 


executives at their where they 


There 


WALL STREET JOURNAL 


MANAGEMENT 
_ EXECUTIVES 


out of 


a point af sale © ws 


|heart to heart talk between man- | 


is being dis- | 


brought out that the chief current | 


| ployment. 


es 


TWO NEWSPAPER SERIES FOR ROYAL CROWN 


“| thought all colas tested the same, but now 
know differently —Royol Crown won my vote 


Take a up from Barbara Stanwyck sod other tam: 
Hollywood stars — Royal Crown Cola #5 best-tais, 
They drank leading colas from uwolabeled cups » 
voted for the one they liked best. What was ue) Ry 
Crowa! The cola that has woo 5 out of 6 cerns 
group taste-tests io cities the country over! Y 

fad Royal Crown wins 00 value, 100 — big S¢ bx 
holds TWO FULL GLASSES | 6-boule home carto: 
25¢.) Get Royal Crowo Cols today’ 


LOCAL BOTTLER’S 


RITA HAYWORTH Sars 


(ut 908 ‘T WON My 
¢ TASTE-TEST 


~ why 


df ate 
MS 2 
Sz } 


LOCA, BOTTLERS MAME AHO AoDEESS 


At the top is typical copy in the larger series of advertisements Royal Crown 


is running in newspapers. 


Below is a typical piece of five-column strip copy 


Although shown together here, the two types of copy are never run togeth 
(Story on Page 31.) 


interests of stockholders are the 
financial somggensop effect of war 
on business, mploye relations, 
taxes paid, aan developments, 
new investments in manufacturing 
and selling operations, where the 
company sells its products and 
where it buys materials, in 
order. 


Half Read Thoroughly 


Forty-four per cent of those ques- | 


tioned by the AMA said they read 
annual reports thoroughly, while 
29 per cent said they glanced 


through them and then threw them 


away. 


Patterned after an annual stock- 
holder meeting, the report 
with a quick summary of 1940 oper- 
ations, revealing net sales of $152,- 


924,209, compared with $145,615,242 | 
record in em-| 


in 1939, and a new 
After a discussion of 
earnings, taxes, plants, assets and 
liabilities by C. M. Chester, chair- 
man of the board, the stockholders 
take over and their questions are 
answered by Clarence Francis, 
president. 

With regard to advertising, one 


|investor expressed his curiosity by 


asking, “Is our advertising worth 
what it costs?” Mr. Francis re- 
plied that sales prove the effective- 
ness of G-F promotion and that if 


there were a “cheaper substitute 
for advertising” the company would 
use it. 


“If we cut out or materially cut 
down advertising on a product,” the 
president continued, “presently 
sales and earnings fall off. We 
know that. On the other hand, if 
we maintain sufficient advertising 
of the right type, our sales go for- 
ward—provided, of course, the qual- 
ity and sales appeal of the product 
are maintained and the pricing is 
right.” 

Discuss Promotion Mechanics 

When Mr. Francis was asked if 
there was any method, aside from 
of judging the effectiveness 
of advertising, the president pointed 
out that “new techniques have made 
it possible to gauge public reactions, 
to test advertising appeals, and to 
determine more quickly changing 
trends in buying habits.” Surveys 
have proven the popularity of G-F 
radio programs, he said. 

Charles G. Mortimer, Jr 


sales, 


.. general 


that | 


opens | 
{for one or 


| edvertisine manager, was cal! n 
|to explain why the company 
“so many advertising prog 
|Mr. Mortimer replied that F 
products are promoted individu 
| because this policy makes it « 
|to determine the success of « 
campaign. Although G-F is mak 
|“*generous use of newspapers d 
/magazines,” he said, the greatest cx- 
|penditure is currently in radio bx 
cause “we have found it effect 

In continuing the discussion of 
|advertising, Mr. Francis hit 0: 
|point which has been a bone of 
contention for some time between 
various women’s groups and rad 
sponsors. In reply to stockholde 
who had expressed personal dislik: 
more of the G-F pro- 
grams, he explained that the com- 
pany chooses a program because it 
will attract the largest number of 
listener-buyers and not because it 
pleases a particular individual 


Programs Built for Listeners 


“You and I may not like a certain 
type of humor, or entertainment 
music—but millions of others may 
enjoy it. And liking the program 
they are inclined to purchase 1! 
products advertised.” 

When one _ stockholder 
“What are we doing to entrench 
ourselves with consumers?” M1! 
Francis listed three steps in G-F's 
consumer policy: moderate prices, 
rigid quality controls and informa- 
tion for consumers, including label- 
ing, recipe material and advertising 
“scrupulously prepared.” 


asked, 


N. Y. “Sun” Opens 
Father’s Day Contest 


The New York Sun has n- 
nounced its fourth annual 5900 
Father’s Day advertising compeli- 
tion, seeking five newspaper (ds 
best suited to promote the day. [he 
contest closes April 24 and al py 
should measure 200 lines acr‘ f 


newspaper columns. 

Besides a $500 prize there v be 
three certificates of honorab| ! 
tion, with announcement 0! 
ners to come early in May 


Mitchell Advanced 

Peter M. Mitchell, form: i 
the drafting department, ! ar 
appointed advertising ma! ol 
Scully-Jones & Co., Chit 


designer and manufactur 


FREE 


5000 watts - 
TULSA, the Oil Capita! 


KTUL 


CBS 


& PETERS, INC. 


Exclusive National Representatives 
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March 24, 1941 


ADVERTISING AGE 


on February 28th. 


DEPARTMENT STORE SALES UP, FEDERAL RESERVE BANK SAYS: 


The headline business news of the year in Oklahoma is contained in the February releases of 
the tenth district Federal Reserve Bank. These reveal that for the weeks ending February Ist, 8th, 
15th and 22nd Oklahoma City department stores showed increases of 14‘., 28‘., 13‘. and 
18‘. over the corresponding weeks of 1940! The extent to which this activity is continuing can 
be found in individual reports from all types of Oklahoma City businesses on a city-wide sales day 


A LEATHER GOODS STORE: “Our luggage department shows a 
33‘; increase over the corresponding day last year. Our handbag 
. business was almost 50‘. up.” 


A FURNITURE STORE: “Dividend Day was 50‘; ahead of the 
corresponding day of 1940.” 


A SHOE STORE: “Our ‘Dividend Day’ business was double our 
00 average Friday business.” 


ne A DEPARTMENT STORE: 
today.” 


“Sales up over 15° above a year ago 


- A MEN'S WEAR STORE: “We more than doubled our men’s 
n- furnishing sales of same day last year.” 


A JEWELRY STORE: “Our ‘Dividend Day’ volume was almost 
twice as great this year as last.” 


AMERICA’S GIBRALTAR 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMA CITY * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


A DRY GOODS STORE: “We had an amazing response to our 
advertising with the second biggest day in the history of our 
basement store and one of the best days we have ever had 
throughout the entire store.” 


A JEWELRY STORE: “Sales hit an all time high with a 125‘, 
increase over same day of 1940.” 


A DEPARTMENT STORE: “37‘. gain over same day last year.” 


A WOMEN’S WEAR STORE: 
20‘. up by 2:00 p.m. 


“Passed ‘Dividend Day’ 1940 sales 


A MEN’S WEAR STORE: “We did about four times the volume of 
same day last year in men’s furnishings. Clothing department 
was a sell-out.” 


A DRUG FIRM: “Sales 15% up from the same day in 1940.” 
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drug and cosmetic trademarks. 
The controversy between the in- 


Drug Industry 
Fights Ruling on 


‘Common Names’ 


Would Ruin Trademark 
Value and Foster Mo-. 
nopoly, It Contends 


the use of the word “common” in 
the Federal Food, Drug, and Cos- 
metic Act of 1939. One section of 
that statute holds that a drug is 
/misbranded “unless its label bears 
i|the common or usual name of the 
drug.” In the past, FDA has inter- 
preted this meaning “common 
| property, ” or not able to be trade- 

marked. FDA now feels this inter- 
| pretation to be in error, and regards 
| “common name” as the designation 
by which the public knows a prod- 
Washington, D. C., March 20.— | uct, even 
The recent reversal of policy by the | registered trademark which only 


Food and Drug Administration, in | one manufacturer is entitled to use. 
ruling that the trademark names of 


certain drug products are the “‘com- 
mon” names to be used by other 
manufacturers as well as the trade- 


as 


An Impossible Situation 


The new FDA policy means that 
all manufacturers of products made 


mark holders, is being met with| by the same formula from the same 
strong opposition from the drug|ingredients, which have formerly 
industry. |been labeled and sold under a 


The new policy, which FDA offi- 
cials frankly admit to be a reversal | 
of past practice, was revealed at 
recent hearings on proposed amend- 
ments to regulations classifying 
various organic chemicals as habit- 
forming derivatives. While only a 
few products are affected, the in- 
dustry fears that if the principle 


variety of trademarks, will have to 
juse the same name in case one 
|manufacturer has done enough 
advertising to get his 
name accepted by the public 
describing all such products. 
Industry spokesmen who have 
|testified at recent hearings have 
argued that pursuance of this policy 


as 


it will be extended to cover all food, | trademarks meaningless and value- 


dustry and the FDA centers around | 


if that designation be a/| 


product’s | 


less. FDA thinks otherwise 
believes that the trademark 
will prevent other 


and 
laws 
manufacturers 


|from making products known to the 


public by brand names. To the 
charge that FDA is fostering mo- 
nopoly through such _ reasoning, 
FDA expresses regret that the effect 
of its interpretation is to suppress 
competition but points out that its 


task is to administer the law as 
understood by FDA lawyers. 
The Proprietary Association, in a 


characterizes 
“extremely serious. 
proposed amendments 
issued and withstand a court test, 
the Association asks, “what 
prevent the Food and Drug Admin- 
istration from extending similar 
provisions to cover all trademarked 
names that may be used for foods, 
drugs, cosmetics and devices?” 


bulletin to members, 
the situation as 
If the 


is 


Sales Managers to Meet 


The annual award for distin- 
guished sales plans will be made by | 
the Sales Managers Association of 
Philadelphia April 14, at its annual 
dinner at which Dorothy Thompson | 
will speak. 


, Los Angeles, 
is written into the rules by the FDA | would be ruinous, and would render | “ on 


Resigns Hotel Account 


Bowman, Deute, Cummings, Inc., 
has resigned the ac- 
count of the Los Angeles Ambassa- 
dor Hotel, effective April 30. 


of eight years. 


buys. 


* WBBM listener 


@ A new 52-week contract starts 
WBBM into its third year of fill- 
ing shoes for Thom McAn. For an 
inside answer on how WBBM 
starts sales cash-registering home, 
ask any McAn dealer in Chicago 

Two surveys have revealed that 
dealers in general preter WBBM 


advertising by a 30°) margin 


market, Marvel cigarettes « 


secured complete 


tern WBBM 


"4 
cessfully 


in the ten-cent class 


WBBM sells more people in America’s second market. 


oF 


Specifically for your product ... WBBM has the skill to shape 


a fast-selling program. A program that can single-handedly @& 


sell ees and keep sold eee 


America’s second largest market. 


It’s Been Going on For Years 


. . . in America’s second market 
One-third of WBBM’s current local clients 


have had contracts with us during an average 


pend five billion, Printers’ Ink, November 20 


a Seld first in the Chicago 
juickly 
distribution 
WBBM was the only advertising 
medium used. The program pat- 
created is now suc- 
opening and holding 


other markets for Marvels. Tod ay, 
after five years on W BBM, Mar- 
vel cigarettes are the top sellers 


In their time on WBBM several of these 


sponsors have risen to first in their field. 


The reason is simple. Since 1925 WBBM has 
been the dominant station for over ten million 
listeners who spend billions* annually. This 
market, and our coverage of it, makes WBBM 
one of America’s most e 


-conomical advertising 


Is your current adve ertising program worth 
an “eight-year run? 


1940 


q Evans Furs are starting 
their eleventh year with 
WBBM. From a modest begin- 
ning Evans has become the na- 
tion's largest exclusive furrier. 
Evans’ experience is evi- 
dence otf what can be done 
with solid advertising in 
Ameri market 


is second 


50,000 watts + Chicago | 


WBBM is owned and operated by 
the Columbia Broadcasting System. f 
Represented by Rapto Sates: New York, 
Chicago, Detroit, St. Louis, Charlotte, 
Los Angeles, San Francisco 


” 


are | 


to | 


| 


Sheppard Offers 


— 
— 


PORE OVER MAPS 


Bill fo Assist 
Small Business 


Provides for Research 
Stations for Study of 
Economic System 


Washington, D. C., March 20.— 
Intensified research activity by the 


Department of Commerce in behalf | Elliott Harrington (right), n /-ap- 
of small business men was forecast} pointed sales manager for neral 
here this week when Sen. Morris) Electric's air conditioning and co. mer. 
Sheppard introduced a bill calling| cial refrigeration department, his 
‘for the establishment of a “business | @ssistant, E. B. McClelland, lo. for 
research station” at a college or | likely new dealer spots. 
university in each state. a 
The bill, S. 1135, is similar to | theory that small enterprises at 
one introduced last year by Sen.|a competitive disadvantag: ith 
Sheppard. The previous proposal|large concerns which can rd 
received favorable action from the |extensive research activitie ‘he 
committee on commerce, and was | proposal does not specify, h er, 
awaiting Senate attention when|how small a business must b« be 
adjournment was voted. Since no considered eligible for bene of 


major opposition was voiced to the | the bill. 
earlier bill, the new version is 
accorded a good chance of enact- 
ment in some form. A companion 
bill will probably be introduced in 
the House shortly. 

S. 1135 calls for the appropriation 


Factory-Paid Copy 
to Run in Dailies 
for U. S. Rubber 


of $2,000,000 for the fiscal year 
beginning July 1, $3,000,000 the; New York, March 20.—Retur: ing 
next year, $4,000,000 the next and|to newspapers with factory-»aid 
$5,000,000 each year thereafter. The | copy for the first time in several 
| bill specifies that money is to be in | years, United States Rubber Com- 
addition to and not in substitution | pany will wage an aggressive cam- 
of other appropriations for research | paign this year for Royal tires in 
by the Department of Commerce. j| more than 400 markets, involving 
Authorizes Research Stations a schedule of 450 newspapers. In 
addition, the newspaper and out- 
The proposal by the Texas Demo- | qooy space and radio time pur- 
crat authorizes the Secretary Of | onaseq in cooperation with local 
Commerce “to encourage, develop | qealers will be continued as in 
;and conduct general and specific | former years. The drive will get 
research dealing with the problems | ynder way in Southern cities late 
of our economic system and for the | j, April, to be followed by inser- 
aid and assistance of small business | tions in other areas in May. Camp- 
enterprises. Such research may | bell-Ewald Company is the agen y 
include studies relating to new Supplementing the newspaper 
opportunities, to the organization, | campaign will be a magazine sched- 
policies and operating methods of ule consisting of Collier’s, Life and 


small enterprises, and to problems | The Saturday Ev 
such as competition and business | 
mortality affecting small-scale busi- | 
ness in such fields as manufacturing 


ening Post, starting 
next month. 
With war a matter of stark reality 


Py >+\for the nation, United States Rub- 
wholesaling, retailing, services in- ber will sidestep the “fear” appeal 
cluding accounting, financing, and | associated with the merchandising 
all facilitating activities. lof tire safety, dwelling instead on 


The Sheppard bill calls for the |the enjoyment that can be deri 
/ex xpenditure of 60 per cent of each | ¢pom motoring. 
year’s budget to be used for the| 


, , | An innovation in tire advertising, 
operation of “business research sta-| .onsistent with the trend toward 
tions” in a_ college of business| more information for consumers, 
administration in each state. Each | \i}] be the offer of a new book on 
such station would be eligible for | ,ow to care for tires properly. This 
an allotment of $20,000 annually. | will be featured in all copy together 
Additional funds would be granted | with a free radiator emblem to be 
above that figure on the basis of presented by dealers. 
the population of each state, but 
only on condition that the state or 
college contribute an amount equal | Appoints Goldstein 
to that granted by the government! The Dakota Farmer has named 
beyond the $20,000 figure. If some | J. Goldstein, formerly with Woman's 
states should fail to take advantage | World and prior to that associated 
of the opportunity to conduct busi- | | with the Dakota Farmer for a num- 
ness research projects at half cost,| ber of years, as Midwestern acver- 
money would be made available for | tSing representative, with = 
use in states willing to cooperate. | Chicago at 360 N. Michigan avenue 

The bill also authorizes the Sec- | ns a 


retary of Commerce to name a six- 
man advisory board to aid him in 
selecting colleges for “research sta- 
tions,” establishing and maintaining 
research standards and policy, and 
approving projected studies. 


Some Work Already Done 


The Department of Commerce has 
favored for some time the enact- 
ment of such legislation Sen. 
Sheppard has proposed. Although 
handicapped by the lack of funds, it 
has done some work of this nature. 
Small business 


as 


With Over 52,000 . . 
Daily Circulation. ! 


Sioux City leads every city in 
the state as a wholesale city. 


men, it is believed, Ranks eighth in the stock- 
will rally to the support of the! yards industry in the United 
measure, inasmuch as its passage States. 


would enable them to have research 
investigations made which they 
themselves could not finance. 

If the bill became law, advertis- | 
ing groups could ask that local 
market studies be made. If such a| 
proposal met with the approval of | 
the state “research station” and the | 
Secretary of Commerce, the study 
would be made and findings made 
public for the use of all interested 
parties if 

The Sheppard bill is limited spe- 
cifically to small business on the 


1940 it coat the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. 


*ee 
Ceneral Advertising Representative of The Jowrs+ 
NOEE, ROTHENBURG & JAN? 
New York - Chicago - Detroit - San Franci« 
a 


Owners and Operators of Station KSC/ 
Power: 5,000 Day and Night 
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ADVERTISING AGE 


RETAIL TRADE—“The  re- 
tail trade in Philadelphia looks 
forward to the most encourag- 
ing year it has had in the last 
decade. In December, the Fed- 
era! Reserve figures showed an 
increase in Department Store 
sales of over seven per cent.; 
in January, an increase of over 
eight per cent. At this writing, 
the trend is definitely higher.” 
Arthur Kaufmann, Pres., Phila- 
delphia Merchants Ass'n. 


AUTOMOBILES— “The auto- 
mobile business in Philadelphia 
is enjoying what promises to 
be the largest dollar volume 
year in history. The last quarter 
of 1940 showed a 34% gain 
over the same period in 1939. 
The finest indication of an all 
time record in 1941 was reflect- 
ed in January used car regis- 
trations which exceeded Janu- 
ary 1939 by 3614%.” J. Eustace 
Wolfington, Pres., Philadelphia 
Auto Trade Ass'n. 


ELECTRICAL APPLIANCES 
—lhe electrical business in 
Philadelphia for the last quar- 
ter of 1940 increased approxi- 
mately 100 per cent. over the 
corresponding period of 1939. 
With continuing improved bus- 
ness conditions, we confidently 
expec! electrical sales in Phil- 
adelphia for the ensuing year 
to excede those of 1940 by at 
least thirty per cent.” A. L. 
Halls:rom, Pres., The Electri- 
cal Avs'r of Philadelphia. 


Ip Paadelphia- Ciby of Hones 
nearly everybody reads 


PHILADELPHIA LEADS IN 
SALES OPPORTUNITIES 


The Philadelphia area” with 2.4% of the population has been 
awarded 10.1% of the National Defense Contracts 


averaging $1513 per family. 


Philadelphia is now a mutlti- 
billion dollar market—benefiting by 
the added stimulus of $1,275,346,000 
in National Defense contracts (pub- 
lished awards to February 15, 1941). 

A flood of industrial war orders 
has transformed Philadelphia into 
one of the hardest-working, busiest- 
buying markets in America! 

Increased payrolls are going out 
to workers and their families—and 
into the stores and shops and sales- 
rooms of the prosperous Philadel- 
phia retail trading area. 

Read what prominent Philadel- 
phia business men, active in the 


sale of advertised products, say on 
this page ... and then plan your 
advertising to sell this active, wait- 
ing market in the newspaper read 
by nearly every Philadelphia family 
—The Evening Bulletin. 

The Evening Bulletin has con- 
tinued to lead all daily newspapers 
in Philadelphia in circulation for 
thirty-six consecutive years. With 
The Evening Bulletin) you can 
cover the ready-to-buy, responsive 
Philadelphia market thoroughly, 
effectively, and with exceptional 
economy—in fact, at one of the 
lowest costs per reader anywhere. 


*As defined by the Census Bureau, the Philadelphia Industrial Area comprises the counties ef Philadelphia, 


Montgomery, Chester, Bucks, Delaware 


FOOD— «1, 1940 the Food 
Distributing Trade in the 
Greater Philadelphia Area had itan 


HOME BUILDING— ‘‘Resi- 
dential construction Metropol- 
Philadelphia area more 


Camden, Burlington and Gloucester. 


DRUGS— rh. producing and 
distributing sections of the 
drug industry for the last quar- 


an increase of 10%. The Food 
Trade expects that increased 
employment due to expanding 
activities in the nearby ship 
building yards, munitions plants 
and defense industries’ will 
create a greater volume of bus- 
iness during the next two or 
three years.” Fred S. Davis, 
Exec. Sec., Food Dist. Ass'n 
of Philadelphia Trade Area. 


active today than any time 
during past decade. Last quar- 
ter 1940 did 20 per cent. more 
business than same period in 
1939. 1941 production estimate 
15,000 new houses, turnover of 
$82,500,000." Edward A. Kerr, 
Pres., Home Builders’ Ass'n of 
Philadelphiaand Suburbs; Pres., 
National Home Builders’ Ass'n. 


ter of 1940 showed a very 
pleasing gain in volume. . 

The predominating influence at 
present is the stimulus given 
to spendable income by rapid 
increase in manufacturing ac- 
tivity ... In this territory we 
look for the largest sa’es vol- 
ume in the history of the drug 
business.” R.G. Anderson, Pres., 
Philadelphia Drug Exchange. 


Lilldin 


Copyright 1941, Bulletin Co., Philadelphia 
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SELL CAR RIDING over of 5,274,598 cases. | its Four Kings straight rye from | per cent, jumping from 30,638 cases Buckeye state market com pileq 
The Keystone state’s favorite 28th place in 1939 up to fifth place | in 1939 to 40,267 cases last year. the Cleveland Press. by 
z P's yg whisky, Seagram Distillers Corpor-,in the Pennsylvania market last Among foreign products mar- The analysis summarize 
, oo wees) ation’s Kessler’s Private Stock, re-| year, selling 138,513 cases. | Kketed in the Keystone state, im-| charts and itemizes the m =— 
we: \ = tails at $1.63 a fifth and $1.05 a pint, _ Chilton gin, product of the Con- | ported whiskies dropped from 111,- county, district and state, bc, by 
vege “mans with all taxes paid, including a 10 tinental Distilling Corporation, Phil- | 093 cases in 1939 to 105,526 cases venende of the Ohio Depart d on 
mem UP ee per cent state sales levy. Seagram adelphia, ranked first in its class,| last year, a decrease of 5 per cent. Liquor Control. Total Oh Ent of 
stom 8 , a lcamliners sold 521,999 cases of this liquor With case sales of 56,250 constitut- Foreign fortified wines went from : ‘ m0 dollay 
po itor sold 999 cases ‘ ju hae sient $8 set Of te nin | CMS akon : a ee sales in 1940 amounted to sg 235 
Sz 4 during 1940 in the state—with the Bi ps Cm oe re cases down to 7,240 cases, a 747, an in ; f $6,539,7 ying 
eettnenemeeres runner-up almost out of sight. Sec- market. loss of 5 per cent; foreign dry wines th ‘7 saga ae > 9,735 over 
ond place went to Green River Sales Summary from 9,591 down to 9,321 cases, off ae com an _* Pe | 
<pot y “nt: ¢ "ej ma ricli Tee yas ue to the feder: 
P blend, product of Oldetyme Distil- A summary of sales for 1940, a psy egy oe defense taxes added in rp wal 1 
"TO Morons prc Corporation, which sold 191,- | compiled by the state’s liquor con- | 4 per cent / a |Liquor sold, by gallons, a; ha 
sadliemmer, , Seen | 960 cases. Calvert's Old Drum blend |trol board, showed 3,811,313 eases | to 8,109,084, an increase of | 49 397 t 
<ineiiiens me creme ranked third, with 156,525 cases, of whisky sold; 376,173 cases of gin, |} OHIO LIQUOR SALES | QOhioans still favor the ee 4 
go mj z and Schenley’s Cream of Kentucky, 135,285 cases of other spirits, and GAIN 8% OVER 1939 type of whisky, which a wien r 
i fem Tae |a straight bourbon, fourth with 951,825 cases of wine. In the whisky Cleveland, March 19.—Gallonage for 51 per cent of all sales lends : 
gt ond wes one Se 143,380 cases. 7 ae field, bottled-in-bond items jumped |liquor sales in Ohio last year rose from 24.2 per cent of t) © tot.) h 
a, - 7 _ With an ambitious advertising 41 per cent; blends increased 15 per|mounted 8.6 per cent over 1939,|/in 1939 to 26.3 in 1940. | 1nd s 
These small advertisements ere samples ee the Kasko Distillers Prod- | cent, and straight whiskies declined | with actual dollar sales up 12.7 per | gin dropped off. 7 C 
of the series being run for the Piiledel- ucts Corporation, Philadelphia, shot' 5 per cent. Rum sales increased 31 cent, according to an analysis of the! Ejighty-eight vendors sha the fi 
phia Transportation Company, dwelling —— 
on the use of new streamlined cars which - 


went into service last month. Copy ap- 

pears twice weekly in Philadelphia news- 

papers. Aaron & Brown, Philadelphia, is | 
the agency. 


Heavy Wine Sales “ | 
iortmis HOTTER THAN A). 
‘Kessler's Private Stock’ . ‘AE® 


Keeps Top Rank in . 
State 


Harrisburg, Pa. March 19.— 
Highlighted by a sensational boost 
in wine sales, Pennsylvania's liquor 
monopoly system sold more than 
five and a quarter million cases of | 
merchandise during 1940—a 10 per, 
cent volume increase—as Kessler'’s | 
Private Stock, a blended whisky, | 
retained its top position as the best- | 
selling item in the state. 

Despite the fact that all imported | 
wines decreased in sales during the | 
year, United States wines marketed | 
in Pennsylvania leaped ahead to| 
score a net increase of more than 28 
per cent for the group. State stores | 
sold 951,825 cases of wine, foreign | 
and domestic, compared with 742,- | 
921 during 1939. U. S. blackberry | 
wine jumped the most, 41 per cent, 
with other fortified wines up 28 per | 
cent, dry wines 32 per cent, ver-| 
mouth 7 per cent and sparkling 
wines 9 per cent. 

Best selling wine in Pennsylvania 
last year was Greystone port, a 
California wine handled by Bis- | 
ceglia Brothers Corporation, Phila- | 
delphia, which cornered 5.8 per cent 
of the market in selling 55,514) 
cases. 


Hard Liquor Gains Less 


Hard liquor items did not show | 
such a startling increase for the)! 
year, with an 8.9 per cent gain in| 
the whisky field being offset by a 7 | 
per cent drop in favor among gins. 
“Other spirits” were up 12 per cent. | 
The monopoly system of 579 stores | 
disposed of 4,765,358 cases of liquor | 
in 1939, compared with a 1940 turn- | 


UNPRECEDENTED NEWSSTAND GAINS. 
PUT GOOD HOUSEKEEPING CIRCULATION 
AT ALL-TIME HIGH 


TOTAL FEBRUARY CIRCULATION 2,530,000 
—WITH 815,000 ON NEWSSTANDS 


A Look Into The Future 
Will Pay Off In SALES! 


. . . . | 
“Estimated income and retail sales for 
April 
month a year ago.” —Sales Management. | 

| 
| 


shows 9% increase over same 


The above is just one of many forecasts | 


made by observers about the 
hunting” in 


North Carolina’s second largest market. 


being 


“good Winston-Salem, | 


And gauged by past performances it | 
wouldn't be far wrong to predict that 


advance estimates of this market's busi- 


is ness activity are on the conservative | 
7 side. We'll be glad to tell you more. | 
ja JOURNAL and SENTINEL 
aa Winston-Salem, North Carolina 
National Representatives: 


KELLY-SMITH COMPANY 
ape NBC—Radio Station WSJS—NBC 


, The Magazine That’s GOING PLACE 
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arc ’ — — 
— rr cc canal rane. — 
orn me, but 35 of them fifth. Seagram marketed 998,781 gallons; and Pisani yoy ene Mid-States Issues New "ECONOMY" RY-KRISP 
I 6.7 F - | gi b 3 state last vear, ac- Corporation’s Green River, a blend, 
os 16.7 per cent of the $58,-| gallons in the state last \ . ) } | , ed Pa " Folder 
e000 ume total. Per capita | counting for 12.4 per cent of total | was fifth with 259,573 gallons. ee ies ccc ee /“swnouncing! SENUINE ” unis? ) 
xpend e for Ohioans was $8.45, sales. National Distillers was close | ‘ Senne Pm. , At > on My ! # 
— C and had the highest rate | behind with 954,641 gallons, 11.9 Waketield Confirmed i. ied’ ta ae uae ae IN SQUARE ECONOMY-SIZE WAFERS 
_$13.7 per cent; and Schenley sold 735,839 The Senate has confirmed the folder sample book of gummed ' 
- gallons, for 9.1 per cent. 


<.ow Wet, Dry Areas 
th annual analysis by the 


Like their neighbors in Pennsyl- 


This ; vania, Ohioans liked Kessler’s Pri- 
Press ies a map of Ohio show- | vate Blend, Seagram product, best. 
ing We! id dry. areas, and a distor- During 1940, 666,524 gallons were 
tion n showing each county - sold, constituting 9.1 per cent of the 
propo! is “med seepage gy me total for leading whiskies. Calvert’s 
total de ar ee Fart Bo oration | Old Drum blend was next in favor, 

Seae - pice - first ion in | With 288,619 gallons sold, or 4 per 
pe ng 1940, forging ahead of cent. National Distillers’ Bond & 
“en Distillers Products and/| Lillard, a straight bourbon, ranked 
a . Distillers Corporation. | third in favor, selling 285,470 gal- 
ae jistilling Company moved |lons, or 3.9 per cent. Schenley’s 
pes , up to fourth; and Hiram | straight bourbon, Cream of _Ken- 
Walke iropped from fourth to'tucky, was fourth, with 270,833 
— 


nomination of Ray C. Wakefield as 
a member of the Federal Communi- 
cations Commission. 
expire July 1, 1947. Mr. Wakefield 
is a lawyer from Fresno, Cal., and 
has been a member of the California 
Railroad Commission. 


Thew Shovel Promotes 

The Thew Shovel Company, Lo- 
rain, O., has promoted D. G. Savage 
from sales manager to general sales 
manager, with M. B. Garber being 
named assistant sales manager and 
J. L. Beltz sales promotion man- 
ager. Mr. Beltz will retain super- 
vision of advertising and publicity. 


His term will | 


papers, product of the Mid-States 
Gummed Paper Company, Chicago. 
The book not only presents gen- 
erous swatches of the entire Mid- 
States line of “Really Flat” gummed 
papers, but offers sales-winning 
lideas that point out where new 
| business lies and how to get it. It 
;made its debut at the paper trades 
convention in New York. 


Louise Sherman to Agency 

Louise D. Sherman has joined 
|Behel and Waldie, Chicago, as head 
lof the agency’s new fashion depart- 
ment. 
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BE DONE! 


* 


Quse It’s THE MAGAZINE AMERICA LIVES BY 


QUICK FACTS FOR QUICK MINDS 


e $203,750 in quarters. 815,000 newsstand sales at 25¢ 
means women voluntarily paid $203,750.00 at newsstands for 
our February issue. This is more money than was paid at news- 
stands for any other magazine carrying advertising. 

© 430,000 bonus. Since Good Housekeeping’s rate is based 
on 2,100,000, the current over-delivery is 430,000 copies. 

® Challenge! Name any monthly publication carrying adver- 
tising other than Good Housekeeping for which more than 
$200,000 a month is laid down at the newsstands... IT CAN’T 


awe THE FAMILY 


a the 


You! 


The new and the old are held graphically 
side by side in an announcement of 
Ry-Krisp in square economy-sized wafers, 
packed in new family-style package. This 
newspaper copy, which appeared in the 
Register-Republic, Rockford, Ill., also 
points to a new baking process that 
reputedly improves the flavor of the 
Ralston Purina Company product. 


Gitt of Caron 
by Movie Harlot 
Is Cause of Suit 


New York, March 19.—Products 
as well as people are known by the 
|; company they keep, in the opinion 
of Caron Corporation, which insti- 
tuted a unique suit in Supreme 
Court here this week charging 
| RKO-Radio Pictures with having 
| cast aspersions On Fleurs de Ro- 
caille, a Caron perfume. 

Occasion for the suit was a scene 
in “Primrose Path” during the 
course of which, Caron claimed, one 
“immoral” character made a gift of 
the product to another character of 
the same ilk. Caron declared that 
the presentation under such cir- 
cumstances was a breach of an 
agreement whereby RKO had 
| promised not to display the per- 
| fume in scenes which might reflect 
| dishonor on the product. 

Justice Aron Steuer denied 
Caron’s request for an injunction to 
restrain exhibition of “Primrose 
Path” unless the objectionable 
scene was deleted. He observed: 

“The germ of the complaint is 
that the characters involved were 
professionally immoral. The sur- 
roundings, it is claimed, were more 
suitable to the characters than to 
the perfume. 

“It is no disparagement of an ar- 
ticle offered for sale to the public 
and available to anyone who will 
pay the price to say that in one 
instance it was bought by a harlot 
or that such a one considered it an 
| appropriate gift to a similar char- 
acter.” 
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Opportunities for New 
Advertisers 


A Washington commentator 
cently referred to the large number 
of small manufacturers who are 
coming to Washington to offer their 
facilities for defense production, 
but leaving empty-handed because 
thus far most of the orders have 
been issued to large producers whose 
plants are capable of handling 
major contracts for government re- 
quirements in equipment and gen- 
eral supplies. 

According to this comment, 114 
large companies have thus far re- 
ceived 95 per cent of all contracts 
over $100,000, amounting to $6,- 
669,000,000. The reasons are easy to 
understand: the big plants not only 
have the facilities and the capital 
for rapid expansion, but 
well known to the government as 
reliable and well equipped, and 
therefore capable of meeting gov- 


are also 


ernment specifications and stand- 
ards. 
No doubt many of the smaller 


companies will be brought into the 
picture as suppliers of defense 
needs as time goes on and the ef- 
fort for full production and maxi- 
mum acceleration of the defense 
program is extended. Nevertheless, 
it seems evident that the principal 
load will necessarily be carried by 
the major industrial enterprises. 
Most of these companies will con- 
tinue their advertising as a means 
of retaining contact with their mar- 
kets during the period when their 
production facilities are largely de- 


re- |voted to 


jare 


military purposes. 
they will not be able to take care 
of as large a share of the general 
consumer market as they previously 
have done, and thus other com- 
panies will necessarily take over an 
increasing portion of those markets. 

The future of the latter depends 
upon how they use the opportuni- 
ties thus thrust upon them by the 
necessities of the times. If they 
merely to the 


content accept 


| business on a temporary basis, the 


companies which formerly supplied 
consumer needs will regain 
customers with little difficulty when 
the present emergency has passed. 
If they the opportunity to 
establish themselves and their prod- 
ucts on a firm basis of trade and 
consumer acceptance, they may be- 
come a strong and permanent factor 
in their respective fields, and prove 
capable of holding 
even when normal 


seize 


their markets 
competition is 
restored. 

Advertising agencies, media and 
others who perform a creative func- 
tion in this field may use the pres- 
the 
promising 
Modern mer- 
chandising methods, applied to the 
needs of manufacturers 


ent situation effectively in 


creation of new and 


advertising accounts. 
on more 
than an 
make it 
comers to 


opportunist basis, should 
for 


advertising to 


possible many new- 
build a 
strong position for their companies 


and their brands. 


Those $18-a-Week Salespeople 


A dynamic young executive of 
important company selling 
through retailers was discussing the 
problems of his business recently, 
and agreed that the bottle-neck is 
the retail salesman or saleswoman. 
Education of salespeople is the pri- 
need of the day, both 
manufacturers and merchants, and 
a lot of time and energy is being 
expended in educational work. 

Yet he admitted that only a small 
percentage of the salespeople re- 
spond to efforts of this kind, and 
he was inclined to dismiss the sub- 
ject with the rather despairing re- 
mark, “Oh, well, what can 
expect of $18-a-week clerks?” 

Perhaps the the 
present limits of compensation for 
retail salespeople. 


an 


mary for 


you 


answer lies in 
Of course there 
are limits to what can be paid for 
retail selling, but if the demand for 
better behind the 
counter, at the point of contact with 
the public, is growing, then one ap- 


salesmanship 


should be the basis of 
retail personnel to par- 
ticipate in the increased volume and 
that good merchandising 
should afford to all concerned. 


Many 


proach 
enabling 


on 


earnings 
have their sales- 
people on a basis of compensation 
which automatically 
creased sales. Others 
lished rates of compensation, with 
an occasional plus for pushing spe- 
cific items, while still others offer 
no well-defined opportunity for in- 
creased earnings. 
purports to 


stores 
rewards in- 
have estab- 


Yet a plan which 
educate retail 
people without providing an incen- 


sales- 


tive in actual earnings for applying 
this increased knowledge overlooks 
one of the basic elements in human 
nature. 


Better retail selling, by better 
qualified salespeople, is an _ ideal 
worth striving for—but it should 


include benefits to the salesmen as 
the 


well as to the manufacturer, 


merchant and the consumer. 


Yet | 


their | 


THE GLAMOR THAT BELONGS TO RADIO 


Collier's 


"It took me six weeks to get tickets for this broadcast." 


___Ad-libbing | 


_Gudjus Beayuty 

| We've seen our share of long 
| nails on ladies here and there, but 
we have yet to see a set which 
rivals that currently being exploit- 
ed in advertising of Chen Yu chip- 
proof nail lacquer, which is a prod- 
uct of Associated Distributors, Inc. 
Chen Yu, we're told, does such a 
good job that it will never prevent 


MTT 


New Beauty 


for Nails! 


The Thrilling Colors and 
- Breath-taking Luster of Price- 
less Lacquers from China 


73) snrvnvnernennnnnarngnie svernonne 


Bo , 


renee 
wie 


Bell “cHip-PROOF NAIL LACQUER 


your nails from growing strong and 
long. And if the illustration is any 
criterion, when Chen Yu says long 
it means long. Now that you're 
sold, you can get two trial bottles 
for 25 cents. Be sure, however, to 
advise whether you want jade pink, 
joss house, temple fire, fire-cracker 


red, lotus blossom, flowering 
almond, blue moss, weeping wil- 
low, opium poppy, wistaria, celes- 


tial pink, flowering plum, dragon's 
blood, or Canton red. 


At the Boiling Point 
A letter has just come in to us 


that makes our normally cold blood 
ram mot. “Cher CGE, ...cscacy BR 


says, “publishes the i .. de- 
scribed in the attached publicity 
release. This information would, 


we think, be of interest and value 
to your readers. Should it produce 
inquiries we feel sure that we could 
interest our client in the use of paid 
space.” And it comes to us over the 
signature of an agency man. 

Of all the possible ways to make 
“publicity” do more harm than 
good, this way is undoubtedly the 
best. Sent as a news release, with- 
out any strings attached to it, the 
item would have been considered 
on its merits. Some would print it, 
some wouldn't. But tied up with 
the statement, which you can be- 
lieve or not, that if publication of 
the item produces inquiries you 
| may get some advertising, the news 


| Straight 


release has about as much chance | 
on most editorial desks as the pro- 
verbial snowball in hell. 


Nuts to All of You 


Scout Lee Ad. Richmond, sales 
promotion manager of the Perkins 
Products Company, sends us a tear 
sheet of the Campbell, Neb., Citi- 
zen which contains an advertising 
trick that Scout Richmond defines 
as “positively the nuts.” And we 
agree. The ad is for City Meat Mar- 
ket, of which Chas. Hermanson & 
Sons are proprietors, and tends to 
bear out the slogan that it is “a 
good store in a good town.” “All 
day Saturday you can have all the 
Peanuts you can eat absolutely 
FREE,” it says. “The only restric- 
tion is, you must eat them in the 
store. Come help yourself and just 
drop the shells on the floor.” And 
then the Messrs. Hermanson show 
they know their advertising onions 
by tight-packed copy that sand- 
wiches pithy observations in with 
price copy. For instance, 
take this, culled from the one long 
paragraph of body copy: 

“Have some more of the same 
kind of Spuds we had last week 
coming in Friday or Saturday. The 


forty bags we had last week did 
not last long. These are good Po- 
tatoes right from Kimball and 
priced right. We are more than 


pleased with the results of our sell- 
ing for cash only. Everybody knows 
you are a cash customer when you. 
trade with us. Derby Gasoline, a 
lot more miles for your money. 
Kerosine 8c per gallon. Grapenuts 
14c per box. Will have a truck load 
of Rock and Crushed Salt here in 
a few days. We need a lot of Cream 
and Eggs Saturday. Pork Chops 
19¢ per pound.” 


Man Bites Dog 

Either advertisers in and around 
Milwaukee are the most unpredict- 
able in the nation, or else Ad-lib- 


bing’s scout in that area has in- 
herited the mantle of O. O. Mc- 
Intyre. At any rate, he does an 


amazing job of turning up unbe- 
lievable pieces of copy. His latest 
is a hundred-line piece from a Mil- 
waukee paper in which Model 
Cleaners and Dyers buys space to 


pay a tribute to its advertising 
agency, Sam Sklar. 
“This isn’t usually done,” the 


copy starts off, all too truthfully. 
“We are turning the tables on a 
man whose business it is to tell the 
good things about the clients he 
serves, and who now gets a dose of 
his own medicine.” Then comes a 
recital of what he did and how he 
did it, and the recognition that his 
advertising won. 

“Of course,” the copy continues, 
“he is going to get a kick out of 
what we are saying here. He is 
too good a judge of publicity not 
to, but we are sure he will be more 
pleased with what he would call its 
‘dignified informality.” And so we 
say: Good luck, Sam Sklar.” And 
it’s signed by the cleaning com- 
pany’s president. 


——, 


Information 
for 


Advertisers 


The following documents may py, 
secured without charge fr . 


1 COm- 
panies sponsoring them, o: rough 
ADVERTISING AGE, by any ationa) 
advertiser or advertising agency 
executive writing on his ‘usiness 
letterhead. 
No. 1780. Ohio Liquor Sa 

The Cleveland Press hi issyeg 
its sixth annual analysis Ohi 
|liquor sales, providing a plete 
|picture for 1940. Issued tw 
sections packed with may; ibles 
and charts, the study cove yay 
sales by county and district well 
as gallon sales by type, w state 
totals, and wholesale, ret and 
total sales of individual b: s by 
type, district and for the st : 
No. 1779. Dear Reader. 

American Home has iss\ this 
booklet, which contains a re; int of 
an editorial appearing in its are} 
issue —the sixth issue un the 
new format. It discusses, in >leas- 
ant me-to-you style, the may cine’ 
edtorial policies and tells ab ad- 
vertiser and reader reaction t 
them. 
No. 1734. 1941 Media Data Files 

Industrial Equipment News has 


issued this file folder of factual in- 
formation showing how to reach 
more than 53,000 operating n 
the general industrial market 


ning 


N 


No. 1771. Facts. 

“Chicago in Your Vest Pocket” j 
the sub-title of this smal! book 
issued by the Chicago Herald- § 
American. It contains a lot of vital ‘ 


statistics, reviews the highlights of 
1940, and points out the potentiali- 
ties for 1941 offered by the market 
and by the Herald-American 


No. 1702. Consumer Purchases. 
Cortland County, New York, is 
the locale for this study issued by 
Farm Journal and Farmer's Wife 
covering consumer purchases of 
items ranging from cosmetics t 
automotive products. Charts 


the per cent of purchases of all of | 


these items by town, rural and farn 
families of five economic classes 
The similarity of town and farn 
purchases in many instances, and 
the greater use of certain products 
by farm families are interesting 
points in the study. 


No. 1721. How You Can Use Laure 
Impreved Photo-Offset. 

In this new brochure, Laure! 
Process Company outlines its fa- 
cilities and serviees, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. [epro- 
ductions show many uses, from 4 
simple, illustrated sales letter to the 


more complicated layout, including 
examples of color work and duo 
tone. 

No. 1766. Keep Your Eye This 
Great Preparedness Market. 
This folder, issued by the Moline 
Dispatch and Rock Island Argus 
contains some up-to-the minute fig- 
ures on population, payrolls, retail 
sales and building in + area, 
which is the home of Rock 

Island Arsenal. 
No. 1708. Semi-Annual feport. 


In this bulletin, which is ad 


dressed to its advertisers and thet 
agencies, The United States News 
reports on its progress. The bulle- 
tin enumerates the extra benefits © 
subscribers through the publicé- 
tion’s change to magazine format 
January 1, and reveals ‘he added 
interest shown by increased iret 
lation and newsstand sa 

No. 1710. Industrial nus ™ 

Action. 

Kimberly-Clark Corp ration has 
issued this institutior brochure 
which is not only the story 
paper-making, but als record . 
progress since the compan 
founding in 1872. 
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No Shortages of 
Consumer Goods, 
Elliott Declares 


March 18.—WNo im- 
ortages in essential con- 
modities are in prospect, 


Was 
media t 
sume! 
acco rd 


spite 


accele 
at hon 
Dr 


ure 


ure] 

fa- 
rates 
vility 
pro- 
m a 
» the 
ding 
duo- 


This 
t. 
oline 
rgus 
> fig- 
retail 
area, 
Rock 


rt. 
ad- 
their 
News 
yulle- 
its to 
plica- 
yrmat 
,dded 


ton, 


o Dr. 
ased 


Harriet 


aid to Britain 


Elliott, de- 
and 


n of the defense program 


tt, 


consumer 


representa- 


National Defense Com- 


told 
pr 


that 


reporters at Mrs. 
ess conference here 
“there is no alarm- 


yn ahead.” Surplus stocks 


nost 


fields, 


she said, 


and 


sufficient labor and raw material 
are available to expand productive 
facilities before shortages occur. 
Miss Elliott disclosed that a group 
of leading shoe manufacturers has 
been asked to call at her office next 
week. They will be advised then, 
she said, that there is no reason for 


a price increase and that they 
should seek greater profits from 
increased sales rather than from 
higher prices. All manufacturers, 


she indicated, should think in terms 
of increased supplies rather than 
increased prices. 

She urged consumers 
spread idle rumors of 
Contrary to report, she said that 
sugar is not unduly scarce and that 
arrangements are being made to ob- 
tain shipping facilities to use in 


not to 
shortages. 


importing 
Indies. 

Although Mrs. Roosevelt had pre- 
viously warned housewives that 
they must be prepared to make sac- 
rifices, Dr. Elliott declared: “If and 
when the time comes when it is 
necessary for women to make sacri- 
fices I know they will, but we want 
to see that they are not asked to 
make unnecessary sacrifices.” 


sugar 


Named Publisher 


Herbert F. Ohmeis, business man- 
ager of Automotive Retailer, has 
become publisher, succeeding John 
E. Atkinson. Dodd Coster, formerly 
Eastern advertising manager of 
Motor Service, Chicago, has been 
appointed national advertising man- 
ager. 


from the West Sargent Joins Swink 


Carl Sargent, formerly art direc- 
tor of the Pantagraph Printing & 
Stationery Company, Bloomington, 
Ill., has joined the Howard Swink 
Advertising Agency, Marion, O., as 
assistant art director. 


Westinghouse Ups Howell 


William J. Howell has been ap- 
pointed assistant to the manager of 
the Pacific Coast district, Westing- 
house Electric & Mfg. Company, 
with headquarters in San Francisco. 


Plans N. C. Publicity 

The Western North Carolina In- 
dustrial Council has been formed at 
Hendersonville, N. C., to advertise 
that section. Fred M. Allen is chair- 
man. 


si benens thdka.réddle Geemran eciedlly pomenes 


t—that if you collected its electrical impulses and 
d them on the scales, they'd tip the pointer 


¥ on Einstein's Law of Convertibility, computes 
he Shadow” program weighs 9 trillionths of a pound. 
For four consecutive years over Mutual, this program — 
been applying that mite of weight in a way to 
giant response. TODAY IT IS THE MOST 
LAR DAYTIME SHOW ON ANY NETWORK. 
it is more popular than 81% of all nighttime 
(costing for time, alone, 50% to 100% more). 
).L.&W. Coal sales increased wherever they sponsor — 
Sunday program. From 1:30 to 6:00 P.M. Sundays, 
has 3 times as many first-ranking commercials 
other network. Join this all-star company on 76 
en See Soe 


BROADCASTING | 


REPORTS PROGRESS 


A REPORT 


to America 


FORD MOTOR COMPANY 


Ford Motor Company, in line with simi- 
lar industrial “national emergency” ad- 
vertising, used this full-page space in 
newspapers last week to report progress 
to date, and to declare that “we are 
ready to make anything we know how to 
make and to start the next job 
whenever our country asks us to.” 


La Palina Boosts 
Paper Copy in 
100-City Drive 


New York, March = 20. 
increased its newspaper budget 
almost 50 per cent over last year, 
Congress Cigar Company will begin 
a drive for La Palina cigars March 
30 in newspapers in 100 cities. 
Concentrated in Midwestern cities 
where defense production has 
boosted payrolls, the newspaper 
schedule will be supplemented by 
spot radio and car 

Three hundred-line copy is slated 
to appear weekly from the opening 
of the campaign until June. Sports 
and news programs will be spon- 
sored in Chicago, Detroit and 
Bufialo and foreign language broad- 
casts also in the latter two cities. 
Marschalk & Pratt directs the 
count. 


Having 


cards. 


ac- 


Organizes Hollywood 


Studio Designers 

David Hillman, president, Hill- 
man-Shane Advertising Agency, Los 
Angeles, has organized eight Holly- 
wood motion picture studio design- 
ers in the Associated Hollywood 
Studio Designers, which will pre- 
sent seasonal fashion collections to 
American manufacturers, including 
the fields of coats, suits, dresses, 
sportswear and furs. 

The group’s first collection is now 
being made available to manufac- 
turers in the fur field. In addition, 
an exclusive retail collection has 
been franchised to one store In a 
city Headquarters for the new 
company are at 846 S. Broadway, 
Los Angeles. Within the next month 
offices will also be opened in New 
York and Montreal. 


Utilities to Push 
South Carolina Industry 


Three privately-owned _ utilities 
and the South Carolina’ Public 
Service Authority will join in sup- 


plying a fund of $50,000 to advertise 
the industrial possibilities of South 
Carolina 


The program will be supervised 
by the State Council for National 
Defense with William P. Jacobs, a 
member of the council, as director 


Kill Dairy Ad Boost 


The Wisconsin assembly has 
killed the Peterson bill to increase 
from $75,000 to $150,000 the annual 
appropriation for advertising Wis- 
consin dairy products 


Winchell Knows — 


“blessed. 
so do wel Manu- 
their advertising 
agencies know, too . . . when they 
are trying to sell products for 
baby. mother or the home. Cradle 
Car Service impresses on the 
mother the importance of your 
products at this blessed time .. . 
thus. everybody feels important! 


The Cradle ¢ ah Service, Sne 
457 N. Kingshighway St. Louis, Mo. 


How important each 
event’ is... 
facturers and 
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Spal ete wad 
oar as Tel ne 


March 24, 194) 


Tax-Sale Returns 
Measurably Boosted 
by Advertising 


Nebraska County Dis- 


covers How to Dispose 
of Foreclosed Lots 


Omaha, Neb., March 20. 
paper advertising is 
credit for pulling Douglas County’s 
real estate tax-sale business out of 
the doldrums by W. E. Schroeder, 
head of the tax foreclosure depart- 
ment of the Douglas County Attor- 
ney’s office, who told ApDvERTISING 
Ace today that his records verify 
the old slogan: “It pays to adver- 


-News- 
given the 


tise!” 
Here’s the story, chronologically, 
that Mr. Schroeder tells: 


In 1933 the county tax foreclosure 
office was closed by the county 
board of commissioners because of 
the miserable prices it was getting 
for property sold at auction. Many 
desirable lots sold for $1, and the 
prices didn’t pay for the court costs 
of selling the property. 

At that time, the sales were 
advertised only through legal pub- 
lication, required by law, in a small 
weekly in the county which had 
little or no circulation in Omaha. 
The advertisements showed only 
the legal description of the prop- 
erty. It was a rare event when 
anyone came to the sales except 
professional bidders, who usually 
were representing persons who 
owned the tax-burdened properties, 
and they held prices down to cancel 
large amounts of taxes with a small 
purchase price. 


Consumer Copy Changes Picture 


At a sale in March, 1933, for 
example, a corner lot in one of the 
best sections of the city, with $775 
taxes against it, sold for $10. The 
county board decided to give up the 
ship in the fall of 1933. 

In 1935 the department 
revived and a more 
tising policy was adopted. Prices 
rose gradually and by 1938 the 
properties were bringing about 40 
per cent of taxes. Towards the end 


was 
liberal adver- 


of 1940 it was a little better than 
50 per cent. 
In September, 1940, expanding 


the advertising policy, Mr. 
der began running large display 
advertisements in the Omaha 
World-Herald classified section, the 
Sunday before each sale, listing the 
properties by street location and 
commenting on desirability. Copy 
frequently occupies as much as a 
half page. 

In 1941 the department expects 
to get at least 70 per cent of taxes. 

Advertising has created interest 
among the general public, Mr. 
Schroeder told ApbvVERTISING AGE. 
Private individuals, in addition to | 


Schroe- 


ENGRAVING COMPANY 


PHOTO-ENGRAVING in color process 
black and white, Ben Day, line. 
WET PROOFING on Four Claybourn 
automatic 4-color proofing presses. 

. DAY and NIGHT SERVICE... 
304 E. 45th Street, New York, N. Y. 
Phones: MUrray Hill 4-0715 to 0726 


‘the professional bidders, now attend 


sales, buy some properties and bid 
others up. The display advertise- 
ments also have increased the num- 
ber of property owners who redeem 
their properties. 


Sponsors Food Meetings 


C. A. Patterson, publisher of the 
American Restaurant magazine, is 


sponsoring a series of weekly meet- 
‘ings for restaurateurs in Chicago, 
|covering all phases of food buying, 
preparation and menu planning. 


Kurie Joins “Look” 

John F. Kurie, 
of research for industrial Commod- 
ity Corporation, New York, has been 


New York. 


appointed research director of Look, 


formerly director | 


Elect ‘Officers 


Young Lithographers’ Association, 
New York, has elected the follow- 
ing officers for the year 1941-19 
president, Alfred E. Soman, 
National Process Company; wine 
president, James J. Strobridge, 
Strobridge Lithographing Com- 
pany; treasurer, H. Monroe Selling, 
Zeese Wilkinson Company; secre- 
tary, Charles F. Roberts, Brett 
Lithographing Company. 


To Handle Advertising 


Robert Dorfman has been ap- 
pointed advertising manager of S. 
Augstein & Co., New York, maker 
of Sacony' sportswear, effective 
April 1. He has been vice-president 
in charge of the New York office | 
of Randall Company, advertising | 


‘agency. 


—— 


i 
e national advertising, an assor ‘ 
Standard Accident of direct mail and sales hi — 


Starts 8th Year of 
: Institutional Copy 


Detroit, March 19.—Coincident 
|with National Accident and Health 
Insurance Week, March 24-29, the 
Standard Accident Insurance Com- 
/pany, Detroit, will start its eighth 
year of national consumer adver- 
tising. 
| Publications being used for the 
|casualty company’s 1941 program 
include Banking, Business Week, 
|\Credit and Financial Management, 


. . ales 
promotion for American eauty 
Products Company, Chic: ha, 

|joined the retail merch: disjp 


| Nation’ s Business and Time. First | 
jadvertisement in the new series 
features the company’s accident 


| insurance coverage. In addition to 


rial is being provided. 
N. W. Ayer & Son har 
account. 


ec + 
S the 


Puritan Names Waters 


Puritan Knitting Mills Corpor,. 
tion, Altoona, Pa., has a e 


wointes 
Norman D. Waters & A ciate: 
New York, to handle advert ‘ing {o, 


Puritan men’s 


wear. 


To American Viscose 
Georgia Brune, director 


division of American Visco — Cor 
poration, 


New York. 


ONE THR 


FARM MACHINERY VALUATION 


FOR INSTANCE... 


OF THE U.S. FARME 
LIVE IN THE “HEAR 


RM 
MACHINERY VALUATION 


OF THE 


TWO'THINS 


THEY MUST DIVIDE 45% ...THE REMAINDER 
NATION’S FARM MACHINERY VALUATION 


B22hil 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 
—_—_—_—_—_—— 


Actually,**Heart” farmers are worth more than 2 for I 


e | ze 


ae 


SEL 


, 


THE GOOD EARTH, too, has given way to 
| the Machine Age. Especially in ‘the’ “Heart” 
| where the good earth has been made better 
earth by practical men of science who till 
the soil: by men and money and machinery! 
Nor is it surprising that, in this tell-tale in- 


dex, Mr. “Heart” Farmer again crops up in 
the top half of farm machinery valuation. 


For here, in the Upper Mississippi Valley. 
is a market packed with power. Here are 


factory- farmers who have made the “Heart” 
the richest farm region in the world. llere 


Satya 


Meredith Publishing ¢ 


SUCCESSFUL 


are farm-families with more earning powel: 
more spending power...and with the ear 
nest conviction that Successful Farming ! 
their book. Because it talks their language: 
meets their needs, 


solves their problems 


‘o.. Des Moines. |ow* 


FARMER 
. B 


and boy’s sports. 
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ADVERTISING AGE 


or 


AFA Convention 
to Consider Club 
Needs, Objectives 


|mental parleys will be conducted 
Tuesday and Thursday, including 
discussions on newspaper, direct 
|mail, outdoor, radio and premium 
advertising, retail and national ad- 
vertising, and industrial and public 


convention feature will be the Con- 


sumer’s program planned by the 
women’s division of the Boston club. 


Paaren Makes Change 


H. E. Paaren, president of 


New York, March 19.—Common | utility Advertising. Club activities | Paaren & Co., Chicago, has dropped 
ihe i objectives of advertising | #180 will be discussed at these spe- | his association with the Brownridge 
. : associations will come in | cialized sessions. Corporation to devote full time to 
clubs diesnas ; his own sales and advertising or- 
for ntrated attention at the) Democracy Theme ganization. W. F. Wolf, who re- 
37th ual convention and exposi- bate : cently became a principal member 
tion he Advertising Federation| “Advertising—Its Service to De- of the Paaren company, has been 
of Ar “ica at Boston May 25-29. | mocracy Today” has been selected | elected vice-president. 

E! Borton, Federation presi- | as the convention theme, and promi- | : aetna 
dent { advertising manager of nent leaders will discuss the place Joins J. M. Mathes 
LaS: Extension University, Chi- |of advertising in the nation’s de- W. A. McAllister has joined J. M. 
cago, d the convention at the | fense. Mathes, Inc., New York, as account 
Hote itler will follow precedent) Special entertainment features cent age on Spur. He was for~ 

ae apa = ' y with Canada Dry Ginger Ale, 
in hi g general sessions Sunday, are being planned by the host club, |New’ york. in charge of national 
Monc and Wednesday. Depart- the Advertising Club of Boston. A | development work on Spur. 
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Rain Cuts $30,000 
from Expanded Ad 
Budget for Sunkist 


Smaller Dailies 


Los Angeles, March 18.—Due to 
|incessant rains, resulting in consid- 


erable crop damage, the $120,000 
Sunkist advertising campaign ex- 
pansion, announced last week in 


| ADVERTISING AGE, has been reduced 


1$30,000, according to Russell Z. 
|Eller, advertising director for the 


California Fruit Growers’ Exchange. 
| The expansion, Mr. Eller ex- 
|plained, was based on a greatly 
increased crop production. The 
expected increase was _ partially 
spoiled by the wettest Southern 
California winter in 51 years, neces- 
| sitating the retrenchment of $30,000 
jin the expanded campaign, since 
Sunkist advertising funds are 
cured through a per-box assessment 
}on fruit harvested. 

| Under the expanded 


se- 


plan ap- 

rural areas had been added to the 

| schedule with each to receive seven 

jinsertions of two columns by ten 

ljinches each. Additional outdoor 
in metropolitan 

also added. 


coverage 
was The boards were 


jset in and were not affected. 


|}to be a profitable market, the entire 
schedule was revised. “A” papers, 
| scheduled to receive 14 insertions 
|}in the basic campaign, were reduced 
ito 10, and “B” papers, scheduled to 
receive 12 insertions in the basic 
campaign, were also reduced to 10, 
thus enabling the Exchange to 
}include the 90 rural newspapers as 
}planned under the expanded cam- 
| paign. However, instead of receiv- 
jing seven insertions each, the “C” 
group will receive only six inser- 
tions. 

The Exchange considered the 
reduction minor inasmuch as $800,- 
000 was spent this season in adver- 
tising the crop of Navels. The 
j}campaign included the most wide- 
spread newspaper advertising in the 
history of the Exchange for Navels. 
| At the present time the summer 
jcampaign for Valencias being 
| prepared and will include an exten- 
sive use of newspapers, according 
to Mr. Eller. 


| 
] 
| 
| 
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Offers “Double Delight,” 
Flowers and Yeast 


Add to signs of spring the offer 
lof flower bulbs and seeds to home- 
makers who send in 10 cents and 
three wrappers from Maca yeast, 
product of the Northwestern Yeast 
Company, Chicago. 

Black-and-white advertisements, 
two columns by 143 lines, will an- 
nounce the special seed offer during 
March and April in a long list of 
national and = state farm papers 
Copy declares the “double delight” 
| offer will enable users to “1. Have 
a Garden Your Friends Will Envy. 
2. Make Bread and Rolls Your 
Family Will Love!” Hays MacFar- 
land & Co., Chicago, is the agency. 


Join Association 

Progressive Grocer, New York, 
and Electric Light & Power; Elec- 
trical Dealer and Packaging Parade, 
Chicago, have been accepted for 
membership in the National Busi- 
ness Papers Association. 


Small Space for 


Big Paper Schedules 
Pared to Permit Use of 


i the shape of a 
proximately 90 “C” newspapers in | block in the shape of a chef’s head 
| with 
/Can't Be Wrong.” 
markets | 


jalready up when the bad weather | 


Rather than eliminate the rural | payt 
papers which recent surveys showed iy &P 


| Ladies’ 


Lea & Perrins 
Gets Attention 


New York, March 19.—How small 
space copy can attain maximum 
visibility is being demonstrated by 
Lea & Perrins in its current cam- 


paign for Worcestershire sauce in 

newspapers and 

t te magazines. The 

50 000 CHEFS é campaign will 

’ ) continue during 
CAN'T BE | the year. 

Newspa- 

WRONG 4 per copy features 

MIorcencecscs = & block of type 

ttememhe 6H in black and 

chefs, they'd tell you white against a 


Lee & Perrine Seuce 


odds meehe cone be nday borde r, 
should stend sree s 
among cooking in with the shape of 
grechente . 

Why don't you en the white block 


gage this Chef's 


sted aid to give ar 
CEC (Te SamOut! (Lavoe 
to your everydey 


representing a 
specific charac- 
ter. One inser- 
tion is headed “A 
Tip From King 
Solomon,” = with 
the caption and 
accompany- 
ing copy set 
Getting attention against a white 
with small space. in 

and 
white 


background 
king’s head 
features a 


crown, Another 


the 50,000 


At the 


Chefs 
foot of 
the copy, a solid black block with 
“Lea & Perrins Sauce” in reverse, 
further accentuates the outline 
above it. 

A different type face is used for 
the magazine copy, with the body 
surprinted over a_ shadowy 
Copy directed exclusively at 


caption 


;}women features favorite recipes of 


famous people. 

The National Live and 
Meat Board cooking con- 
ducted in three different cities each 
week, give Lea & Perrins an oppor- 
tunity to develop a special tie-up. 
The Worcestershire schedule, call- 
ing for monthly insertions in news- 
papers in 66 cities, is stepped up in 
those cities where the are 
in session. 

On the magazine list are 
Home Journal, Life, The 
New Yorker and This Week. Copy 
is inserted in weekly magazines and 
in the Sunday magazine section of 
the New York Times approximately 
every three weeks. George Bijur is 
the agency 


Stock 


schools 


schools 


the 


Consent Decree Ends 
Drug Store Price War 


Three years of litigation which 
began in circuit court and ended in 
federal court were concluded at 
Milwaukee March 11 with the sign- 
ing of a consent decree by Federal 
Judge F. Ryan Duffy over cut rate 


prices in drug stores. Damages 
were waived by four drug firms 
which had sought to enjoin the 


Reed Drug Company from violation 
of the Wisconsin fair trade practices 


act in 1938. 

The consent decree stated that 
“underselling is contrary to the 
provisions and spirit of the fair 
trade act and constitutes unfair 


competition” and that “the public 
was misled and induced to believe 
that standard products sold by the 
defendant at cut prices are not 
worth the prices at which they are 
customarily sold.” 


Childs to “Institutions” 

J. G. Childs, formerly with the 
Chicago office of Batten, Barton, 
Durstine & Osborn and Crowell- 
Collier Publishing Company, has 


joined the staff of Domestic Engi- 
neering Publications in charge of 


jthe Cleveland office of Institutions. 


When nearly a half million fam- 
ilies listen regularly to a radio 
station, there must be a reason. 
And this tremendous audience is 
in one of the richest markets in 
America. 


Member South Central Quality Network 


*% 425,683 listening radio families 


(TOTAL CIRCULATION COLUMBIA NIGHT-TIME LISTENING AUDIT) 


50,000 Watts 
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MANOR HOUSE COFFEE WINS SALES AND FAN MAIL 


Back to Work They 
Go! Watches and 
Clocks Enjoy Boom 


Low-Priced Timepieces 
Sell Like Hotcakes as | 
Jobs Increase 


To change a Growling Husband 
into a Gentle Lamb— 


Better change 0 Vi Taubes . | “ 


MANOR HOUSE COFFEE 


New York, March 19.—A mer- 
chandising truism long familiar 
to the jewelry trade is coming to 
the attention of marketers in other 


Does your husband Duck out 
on the Second Cup? 


fields with increasing emphasis 
these days, thanks to the defense 
program’s stimulus of consumer | 


buying power. & Co., 


where the laughs have been reverberating. 


When the man you Married 
starts Barking at Breakfast... 


Better change v0 Dae, 
MANOR HOUSE COFFEE 


—-. a 
J 


Sherman K. Ellis & 


These advertisements appear only in the Midwest, but they have attracted mail comment from as far away as Florida, 
Each ad depicts a husband and wife at breakfast, with the head of a bird or 
animal superimposed on the husband. Headlines, as illustrated, tie up with the light, humorous theme for W. F. McLaughlin 


maker of Manor House coffee. Co. is the agency. 


there 
industrial |on time, and tell him 
alarm | lunch hour is over. New sales rec- 
dealers inevitably follow 


The truism is simply this: 
is no better index to 
activity than the sale of 
clocks and watches, especially in the |ords by 
lower price class. 
the sales curve has been apparent | awarding of a new defense contract. 
since last August when Uncle Sam | Demand Is “Terrific” 
rolled up his sleeves to go to work | 
in earnest on the defense program.| In addition to the increase in the 
Each forward step he takes is|number of people who suddenly 
reflected in an increased demand |have found that time is valuable, 
for the instruments that will arouse | other reasons for the watch boom 
a man from sleep to get to work |are the orders from countries which 


when his | 


| pieces is described as 
|rific’ by several well known manu- 


| facilities to the utmost. 


formerly bought from German con- 
cerns and also the rise in consumer 


| purchasing power. 
A swift rise in | the opening of a new plant or the | 


The demand for low-priced time 


“simply ter- 


facturers. Among them is Inger- 
soll-Waterbury Company, which 
has extended its manufacturing 
Despite the 
however, busi- 


rosy sales picture, 


ness conditions within the industry 


Talk about Defense Contracts! Here’s a $12,000,000 
beauty at Weldon Springs, Mo.— a handy little T. N. T. 
plant employing plenty of men. This is just one of over 

200,000,000 in contracts spread out through the 87 
counties in the Globe-Democrat’s 49th State! 


Si O What ‘7 


Just this: To capture all or any part of the 200,000,000 
iron men “Blitzkrieging”™’ St. Louis and its surrounding 
And the 


Globe-Democrat is the only sure-fire ammunition for 


territory, you gotta hit “em where they live! 


this big job. For the Globe-Democrat is the only St. 


Louis newspaper that even claims to cover St. Louis and 
its huge PLUS marke... In 273 important surrounding 
towns, more than 50°, of the families read this news- 


paper regularly! 


The NEWSPAPER OF THE 


With ub 
> 


THE 4QTH STATE 


@ A compact market of active, 
money -spending people living in 
© 87 counties in Eastern Missouri 
and Southern Illinois where 
© Combined annual retail sales reach 
almost 500 millions of dollars 


Democrat You Get 


St Lows toe 


St.Louis Globe-Demorrat 


49TH 


STATE 


| timepieces is predicted. 


are unsettled because of govern- 
ment priorities and the shortage of | 
materials. 

After manufacturing inexpensive 
alarm clocks for 50 years, New 
Haven Clock Company has discon- | 
tinued the line and recently turned 
down an order for 75,000 alarm | 
clocks for export to England. In- 
stead, the company is using the 
brass on hand for the manufacture 
of low price wrist and _ pocket 
watches. Three-quarters of a pound 
of brass, it is pointed out, is needed 
for the movement alone of an 
inexpensive alarm clock, and this 
amount can be used for ten wrist 
watches in the same price range. 

A company spokesman labeled its 
wrist and pocket watch business 
“unbelievable” and said that the 
company is turning down orders 
and will be unable to fulfill those 
on hand until August. Another 
alarm clock manufacturer has 
adopted a rationing system with its 
distributors, apportioning clocks on 
the basis of the number ordered 
last year. 


Dollar Watches Going? 


As a result of the shortage of 
materials, new taxes and labor con- 
caitions, including a rise in wages 
ana the imposition of the 40-hour 


| week, the price level on watches is 


rising and a discentinuance of dollar 
One com- 
pany will give no price guarantee, 
and sets the price on the day of 
delivery. 

No such rise as accompanied the 


|last war, when watches rose 110 per 


cent in price, 1s expected to occur 
during the current conflict. Not 
only is the government sure to pro- 
hibit such action, but business men 
still remember the disastrous effects 
of the sudden slide in prices after 
the war. The shortage of skilled 
labor and machinery, which have 
been taken over for vital defense 
work, contributes to the uncertain- 
ties within the industry. 

Men who have been drafted into 
the army are responsible for part 
of the increased demand and sweep- 
second watches, which are also used 
by nurses and physicians and in 
laboratories, are enjoying new pop- 
ularity. Importers with dust-proof 
and water-proof watches are ac- 
‘renting these features and a shock- 


— 
proof watch has been introduceg 
Despite the fact that 


: Y are 
getting more orders than they can 
fill, manufacturers are « nuins 
their promotional activities op a 


even keel. Ingersoll-Waterbiry ¢, 
example, is using The A fe 


- Tica, 
Weekly with newspaper rot: ure 
sections in approximately Citie 


in addition to a farm paper scheg. 
ule. This program has bs 


fol. 
lowed for three years. C fea. 
tures value and dependabi! and 


the new Ingersoll models, i: iding 
ithe Pioneer, sweep-second \ 
An expansion of adverti 


5 Dy 
the industry is predicted ee 
period following the war w! °n th, 
difficulties of obtaining me: ma. 
|chines and material have beep 
eliminated. One manuf rer 
| whose promotion has been ited 
| to business papers, plans to i tute 
|consumer advertising, “whe jt. 
lall over and we know whe © ye 


|stand again.” 


H.C. Mulberger Head: 
New Research Compan 


H. C. Mulberger, Inc., Milw: ikee. 
is incorporating a research ad: jart- 
ment headed by Mr. Mull: rge; 
under the name of Atomic Re: are} 


|& Engineering Company. In © arge 
;of the department’s work on : idio 
,electronics and 


lighting Ww be 


Charles Kruse, an_ instruct in 
electronics, radio and sound «ngi- 
neering at the Milwaukee \Ca- 


tional School and an author on 
the magnetic spectrum. 

Dr. Gabriel del Pilar Flores ‘s jp 
charge of organic chemistry, p!stics 
j}and optics, and other memb« of 
the department’s | staff includ 
Leland H. Snyder, former dircct: 
of development and research for th 
Bendix Corporation, South Rend 
and A. C. Lange, president of the 
Lange Aviation Corporation and the 
Milwaukee seadrome. 


Weatherby Transferred 

George Weatherby, with the Chi- 
cago office of Modern Magazines 
has been transferred to the Ney 
| York office of the Dell Publishin; 
|Company, Inc. His successor’ it 
Chicago, Lawrence Oppelt, has 
been with the Dell Detective Grou 
five years. Frank B. Avery, Jr 
previously with the Dell Fictior 
Group, has taken over the Detec- 
tive Group in conjunction with his 
present duties. 


Lustig to Goldwyn 


Myron Lustig, advertising and 
publicity director for Metro-Gold- 


wyn-Mayer in Australia for the past | 


seven years, has been appointed t 
a similar post with Samuel Gold- 
wyn, Hollywood. 


Sor & N real 


” On 
Sales Action 
» DISPLAYS hy 
Seen-in-action 


SEEN-IN-ACTION DISPLAY C©., Ine. 
261 FIFTH AVENUE, NEW YORK 


a 


Siuidends 


‘imeatta’s SC 


¥ 


OL TEACH 


his country enjoys more necessities and urics than 


any other in the world. Our youngsters grow up té for 


ranted 


luxuries known to few others. Public school education ini uence’ 


tastes and preferences beyond any computation. Be sure | acher 


know your product favorably. They are strong allies. T | the™ 


through the advertising pages of 
729,212 actual circulation in 40 


story? 


their own official maga: "5 


states. Why not get th whol’ 


i™~ 


State Teachers + ae Inc. 


AN ASSOCTATION oF 


Georgia C. Rawsén, Mgn307 N. Michigan Ave., Ch 


40 STATE TEACHERS MAGAZINES 
1g0, | 
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his portfolio it folds to convenient 
file size, keeping the whole record 
of basket and hamper transactions 
in one folder where they will not 
become dog-eared, lost or mislaid. 
The Burlington Basket Company 
is the maker of Hawkeye baskets. | 
Weston-Barnett, Inc., Waterloo, Ia., 
is the agency. 


NEW CATALOG 


Boost Bayuk Campaign 
Bayuk Cigars, Inc., has released 
one of the biggest newspaper cam- 
paigns ever to appear for its fea- 
tured cigar, “Phillies,” while con- | 
tinuing its radio sponsorship of the 
coast-to-coast network show, “The 
. Sing PROGRAM Inside of Sports.” The newspaper | 
- copy ties in with the increasing 
et - tempo of America at work, and de- | 
ie clares “All America Prefers Phil- 
a lies” .. . “America’s No. 1 Cigar.” 
ye { 


Swiss Watch to 
Seek Place in 
American Scene 


New York, March 19.—In the face 
of unsettled world conditions, Mido 
Watch Company of Switzerland will 
attempt to cultivate the American 
market for its Multifort Super- 
Automatic watch with a magazine 
campaign scheduled to begin in the 
spring. Copy will appear in Collier's, 
Esquire and Life, with a heavier 
schedule planned for the fall and 
holiday trade. 

The Mido Multifort is a 
winding, water-proof, 
and non-magnetic watch, now dis- 
tributed in 65 countries. 


self- 


shock-proof 


Copy for 


the campaign will feature these 


qualities in an attempt to attract | 


‘consumers who are particularly 
|interested in new and modern mer- 
chandise. Distribution will be ex- 
clusively through jewelers and an 
extensive campaign to the trade 
| will supplement the consumer drive. 
Retail prices range from $29.75 to 
| $165. 

| Alfred J. Silberstein has been 
|appointed to direct advertising. 


‘Koubek Promoted 


J. L. Koubek, with 
|Motors since 1929, has 


General 
been ap- 


pointed sales manager of the Guide | : 
| partment, as special consultant to 


Lamp Division. He has been in 
charge of the Detroit office of the 
division for the past two years. John 
Hughel and S. R. Conwell will serve 
as his assistants. 


Shapiro to Macfadden; 
“Look” Names Hawley 


S. O. Shapiro has rejoined Mac- 
fadden Publications in charge of 
all circulation activities. He held 
this position prior to 1938, when he 
left to become circulation manager 
of Look. 

Harold B. Hawley, a member of 
Look’s circulation staff, has been 
named circulation manager to suc- 


ceed Mr. Shapiro. 


Celotex Names Consultant 

The Celotex Corporation, Chi- 
cago, has appointed C. L. Badley, 
field manager for its acoustical de- 


the business office market. He will 
work through offices of the 52 
Celotex acoustical products. dis- 


| tributors. 


An interesting view of the new Burling- 
ton Gasket Company catalog, as it ap- 
pears when partially opened. 


Portfolio Offers | 
Central Control 
Over Basket Sales 


Burlington, Ia., March 19.—A first 
is being claimed by the Burlington 
Basket Company for its new mer- 
chandising portfolio which performs 
a multitude of functions with a 
minimum of complications, the port- 
folio including a stock control, a 
sales record, a merchandising pro- 
gram and a catalog. It is called “a 
centralized control over every detail 
of the hamper and basket depart- 
ments.” 

“Not only does it make it remark- 
ably easy to buy but it stands guard 
constantly over your investment, 
your turnover, your mark-up and 
your profits,” says L. F. Lauth, di- 

A seven-point mer- 
presented 
which reduces inventory and invest- - News of 
ment, speeds up turn-over, prevents 4 ; , 
lost sales, eliminates mark-downs, 
saves time, increases sales and in- =\-* 
creases profits. 

After turning over the pages of 


the merchandising program the nounced 
dealer comes to the pages containing ment of 
the sales record, stock control, costs, show 
selling prices, mark-up and other ae 


guiding facts. Also in this part of 
the portfolio is a reminder of adver- 
tising and reprints of available news 
mats 

The upper half of the portfolio is 
devoted to the catalog, listing com- 
plete descriptions of products and 
picturing them in full color. The 
net price list printed on yellow 
paper folds down from the top side 
of the portfolio in close relationship 
to the catalog, so that it can always 
be consulted without turning a page 


wife of a 


those three ideas. 


as the dealer thumbs through the But they are connected 
catal v to every 
When the dealer is ready to file " 


IN BALTIMORE: 


PRODUCERS 
OF SHOWS THAT 


PRODUCE 
RESULTS! 


i 


Y 
MNOWAL | PRESENTATIVE 
EDWARD PETRY & CO. 


ON THEN BC RED NETWORK & 


ROSS FEDERAT 
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THE 


leading ~ 
The Examiner's Financial Section 


A new selection of hat styles 


merchandiser — be he 


prospects” is significant. 


we have always believed 


«ponsible for the greatest volume of unit sales. It 


SURV 


the Treasurer's Report of a 
Industrial,” as published in 


as an- 
in The Examiner advertise- 
a downtown women's wear 


The new hat which “Mrs. Peter Smith.” 


typical banking, bond or bro- 


kerage executive has just purchased 


At first glance you may see no connection between 


in a manner important 


manufacturer. 


wholesale distributor or retailer. 


They are connected by a recent Ross Federal 
Study, which shows that 89.5°¢ of Northern Cali- 
fornia’s banking, bond and brokerage executives 


read The Examiner for financial views. 


This dramatic evidence of interest on the part of 


those whom advertisers love to think of as “quality 


For it indicates what 


that there is an accept- 


ance of The Examiner among a desirable above- 
average income group in addition to our obvious 


coverage of the middle-price stratum that is re- 


The Treasurers Report 


and 


Mrs. Smith's New Hat 


means good customers for apparel, furniture, food 


products 


in fact, for all those products and ser- 


vices that can be advertised successfully. 


It is evidence of the “money-ability” of The Ex- 


aminer’s audience which, 


volume of  cireulation, 


advertising results. 


when 


assures 


added to the 


most satisfying 


2) Among eleven fin 
list, Examiner 
third places. 
Examiner finan 
total of the eig 
by 51%. 


3) Financial writers 


tives surveyed. 


4) 38.97 of the 
San Francisco E 
Examiner write 


ay: ee eo See 


FY MENTIONED IN THIS ADVERTISEMENT 


MAY BE PROCURED FROM ANY OFFICE 
# ee 3 vdg ein 
hes La 6 
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NEWSPAPER READ 
ern California banki 
executives, as divulg 
conducted by the Ros 
poration. The survey 


1) 89.5°), of the executiv 
Francisco Examiner fin 


nancial writers list 
writers carried 
The number of ' 
cial writers exceeded th 
ht writers of Newspapers, 


executives covered in th 
xaminer financial 


oF THE 


ING HABITS of North- 


ng, bond, and brokerage 


ed by a recent survey 


s Federal Research Cor- 
reveals— 


es thus surveyed read San 
ancial writers. 


ed on the check 
off first, second and 
votes" received by 
€ combined 


B,C and D 


of Newspapers B 
bined were shown to reach i“ 61 Ps v9 teense 


(Examiner 


7 of the execu- 
alone reaches 89,5‘ ie) 

| the Study read 
writers exclusively, 
vely by three times 
spapers B, C and D 


OTHE SAN FRANCISCO EXAMINER 


RODNEY F BOONE 
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what it means. ance, that, though good, we and 
However, it’s good for a laugh|many others simply refuse t, 
° e and that, I suppose, is something | buy it. 

o1ce O t eB V er 1ser in these days. | When will advertisers learn tha; 
Yours for more “newsy” numbers even good products may be turneg 

| li t : into unwelcome and _ bad-tast 
This department is a reader’s forum. Letters are welcome. i your gti ey ia tx ak Gaede cee ting 
| The Osborne Company, In the long run they will prove , 
Same Idea THE SAME HEADLINE TWICE IN THE SAME ISSUE 2 oe feeblerem Jer yin ve 8 tN 
To the Editor: A copywriter in disuse. The broadcasting station: 


Chicago and a copywriter in Syra- 
cuse get the same idea at the same 
time. The result? Two identical 
headlines in the same issue (Feb- 
ruary, 1941) of Drug & Cosmetic 
Industry. Mental telepathy? 
EUGENE WADDELL, 
Copy Chief, Redfield-Johnstone, 
Inc., New York. 
v v v 
Too Many Salesmen 
Sleep at McGillicudy’s 

To the Editor: We noticed with 
a great deal of interest Copy Cub’s 
recent comment about Pennsylvania 
Hotels Association urging sales 
managers to have their traveling 
men stop at hotels. Of course your 
“pay-off” is the statement “it is still 
pretty cool to sleep in the park.” 

Sure, we've got a sense of humor 
and we're not quibbling with you 
over words, but we wish all your 
readers, and we're one of them, 
realized how many expensively- 
trained salesmen do practically the 
same thing as sleeping in the park 
when they hang their hat up at 
Mom McGillicudy’s double - extra 
special tourist home, instead of 
staying at a recognized hotel. For 
example, and obviously, at a hotel 
the sales manager can reach his 
salesmen to tell him that’ the 
Apex Mfg. Company just wrote in 
and is aching to have somebody 
come around and take their order. 
Or a mother-in-law may be dying, 
and any salesman would want to 
know that—wouldn’t he? 

Seriously, there are important 
values to sales managers being sure 
that their salesmen are using. good 
accommodations while they are on 
the road and that they are enjoying 
that sense of “well being” that en- 
ables them to keep their heads up 
and their chins out and enables 
them to make sales. There is an 
idea that it would be swell to 
have you “plug” further. 

S. S. PRESTON, JR., 

Vice-President, John Falkner 

Arndt & Co., Inc., Philadelphia. 


- @ 

Popular Theme 
To the Editor: In your Jan. 27 
issue, the pale face of pretty Helen 
Mueller, Conover model, attracted 
your eagle-eyed reader, Mandeville, 
who sent you the Sweet Sioux ad- 
vertisement of Country Club frocks 
torn from January Mademoiselle. 
The advertisement was prepared 
by our agency during our Indian 


INDIAN MOTIF 


Heme are jut! theee erecting examples of © clever 
wow mode by PEACPCK Lisle Indeons All 
the romence of leder lore ott thew eer 
eee " poor * these creetions 


thet will indivedeolee and Morte: poor boot 


PEAC°’CK SHOES 


Sore writs ‘ee s' Ours 


Wesley Associates finds the theme going 
from nail polish to dresses to shoes to 
accessories. 


.. if you make 
the Right Cream 


" . 
oat” 


want Derr DO * TODAr 


Readers of Drug and Cosmetic !ndustry 


Her face is 


Your 


fortune! ~~ ail Los 


INSIST ON THE UNIFORM HIGH QUALITY OF STANDARD WHITE OILS | 
AND YOUR PRODUCTS WILL | 
NEVER “LOSE fACE” WITH HEB 
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CORE ORAL Ont a 
; 
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WHITE OILS 
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got the same headline in two advertise- 


ments. 


promotion for La Cross nail polish 
and Elmo lipstick, and the copy— 
“One little pocket, two little pock- 
ets, three little pockets, etc.” coin- 
cidently has been used on shoes 
(witness Peacock, March Mademoi- 
selle ad) enclosed—‘“1 Little Indian, 
2 Little Indian, 3 Little Indian 
Shoes.” 

R. H. Macy & Co. in the Sunday 
Times—March 2—page 11, bag and 
belt title: “One little, two little 
Indians.” 

Will this ever stop? 

If the other ads were as success- 
ful as our dress ad, the returns will 
still be coming in, in May and June. 

Incidentally, you may be inter- 
ested to know that the “Deep Sea” 
promotion we are now doing for La 
Cross nail polish and Elmo lipstick 
is destined to outdo our own Amer- 
ican Indian promotion. 

CHARLES Root CAVALLI, 
Wesley Associates, 
York. 


The 
New 


* FF F 


New Novel Depicts 


Adventures of Artist 

To the Editor: “The Countess to 
Boot,” the new novel by Jack Iams, 
published by William Morrow & 
Co., Feb. 13, is the story of Gerry 
Hendricks, figure artist in an ad- 
vertising agency. Gerry hates Civi- 
lization—he dreams of going off to 
some deserted spot where he can 
really paint. 

The agency has a cigaret account 
and the Countess di Sylvio (with a 
Minneapolis background and a 
heart as big as her past) is pictured 
in an ad. The caption says: “ ‘La,’ 
said the Countess.” The countess 
didn’t like being made to say, “La.” 
And she didn’t like being painted 
in boots because she had such good- 
looking legs. 

The countess had a 
named Erica. Erica was an elec- 
trical engineer—but she was very 
beautiful. Gerry was susceptible. 
And, somehow, they all wound up 
in the Virgin Islands and a fast- 
moving story ensues. 

Jack Iams is on the staff of the 
New York Daily News, has lived in 
the Virgin Islands, and is author of 
the popular “Table for Four.” 

Dick GAPLINGER, 

William Morrow & Co., New 

York. 

v v ’ 
Mining in Malaya 
and Around Singapore 

To the Editor: Coincident with 
this morning’s newspaper headlines, 
“British Mine Singapore Straits” 

the enclosed advertisement 
(prepared a month ago and appear- 
ing in the current February issue 
of Engineering and Mining Journal) 
presents one of those once-in-a-life- 


i eal ee ee ais c : 
eS oo Pe 


secretary 


time tie-ins in more ways than one: 


The story covered is directly in | 


the news zone. Even the headline 
of the advertisement “Mining in 
Malaya,” is made a stopper by to- 
day’s current event. With the ad- 
vertisement showing machinery in 
action in Malaya and the principal 
message treated as a newspaper 
clipping, the copy appropriately be- 
gins .. “Things are happening fast 
around Rawang, Malayan tin min- 
ing property of the Anglo-Oriental 

(Malaya) Ltd., near Kuala, Lum- 
| pur.” 

From there, copy follows through 
from a newspaper angle to the clin- 
cher on “how to increase mining 
|efficiency to meet today’s increased 
|demands for more metal’’—a 
factor in today’s 
| events. 


swift - moving 


Joe Van De Loo, 
Advertising Production Man- 
ager, R. G. LeTourneau, Inc., 
Peoria, Il. 


v v 
Too Risque? 
To the Editor: Don’t you think 
this is carrying “realism in adver- 
| tising’” just a little bit too far? 
| I refer to the advertisement that 
appeared in last week's Post and 


v 


was reproduced in ApVERTISING AGE. | 
have | 
job in| 
_the past two or three years but in| 


Tl admit 
|done a 


the 
really 


Talon people 
remarkable 


this instance they've made the un- 
forgivable faux pas of lapsing from 
the sublime into what I'd call the 
| ridiculous. 

| “Good taste” has always been a 
bone of contention in the advertis- 
ing business. We talk about it a 
lot but it’s only when something 
like this hits you between the eyes 
that you really stop to 


GOING TOO FAR? 


‘ “ ¥ 


-_ 


<> Ret) Sen 


A reader wonders about Talon adver- 
tising. 


As 


Slight Annoyance Over 


Commercials Expressed 

To the Editor: The service of 
radio to industry is certainly very 
great. Sponsors like Firestone, 
Carnation, Bell Telephone, Canada 
Dry, Cities Service and many others 
commend their products to the 
public in commercials that are free 
from bombast and extravagance. 
At the same time, they afford the 
public programs of great merit and 
value. They really win 
favor, which, of course, is 
basic and logical purpose. 

There is another class of com- 
mercial that is so 
sneaking — for “sneak” is not too 
strong a term—as to drive the 
listeners away from the product and 
to the verge of profanity. It be- 
longs in the classification of ‘“‘Shouse- 
breaker.” It lacks respectability. 


their 


vital | 


consider | 


It is keyed to the brain of morons. 
Why publicity men don't see this is 
past my understanding. Some of 
the products involved have merit— 
others are of doubtful character. I 


refer to the so-called ‘transcribed 
announcement,” and “transcribed 
|health bulletin,” the “little drama 


from life’ and similar subterfuges 
used to catch the listener unawares 
/and compel him to listen. Such 
\devices are often interpolated into 
| listed newscasts to the disgust of 
| the hearer. Too often the newscast 
,is an obvious re-hash of old stuff, 


j}used as window-dressing to take | 


| the hearer off his guard. The whole 
| thing is sO transparent that users of 
the radio soon know when these 
impertinent pests are to be ex- 
pected and dial them out, returning 


safely out of hearing. A _ certain 
brand of starch, for example, has 
become such an unmitigated nuis- 


public | 


intruding, so | 


to the broadcast only after they are | 


which so impose on the time of the 
public by permitting such flagran; 
abuse of their privileges in their 
zeal for revenue only may dis. 
cover, sooner or later, that the 
pocket nerve is not the Only nerye 
worth their consideration. 

I notice in a recent issue of yoy, 


paper an article bearing the title 
“Commercials Seen as Chief Radio 
Improvement Need.” The writer js 
in my judgment too gentle wit) his 


| subject. 
H. Everett FARNHAM 
City Club, St. Joseph, \) 


7. V 


Too Neat a Trick 

To the Editor: I’ve been ex) ect- 
|}ing some of your more obs¢ ng 
|readers to point out the appsrent 


This section of an illustration in a Ford 

magazine advertisement depicts a gen. 

tleman putting his elbow right through 
a ventilating wing, Mr. Cook says 


flaw in the ad attached. And per- 
haps some of them have. 
The pose shown in the artwork 


used to be common enough around 
new- and used-car showrooms. But 
‘just how anyone can now put an 
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n the position shown puzzles 
The ventilating wings would 

-e jt somewhat impossible, in my 
n. 


Or am I too critical? 
WILLIAM COOK, 
\dvertising Manager, Green 
‘ ( nial Furnace Company, Des 
3 Moines, Ia. 


v v v 
Humor Helps 
the Editor: A new angle for 
vetting the public’s attention, in- 
eg mild humor into advertising, 
owing wide consumer cover- | 
being used by Farnham Sta- 


fs Bs) | 


” | 

, : My boss seves money when he buys, 
Seves time and effort, too. 

He calls up FARNHAM'S for supplies, 
And there's @ tip for you. 


} Mild 


~ 


4 
* 


When you buy office supplies In dozen or 
quantity lots at Farnhem's, you can seve up | 
to 16% %. Free delivery service. Charge | 
accounts invited. «4+». Phone Mein 0421, 


PARVHAM Sey © Sere Sa 


Telling the story in verse makes the cash 
register ring more musically for a Min- 
neapolis stationer. 


tionery and School Supply Com- 
pany in a series running currently 
in both Minneapolis papers. 

‘he advertisements are 2 columns 
x 4 inches. A cartoon-type illustra- 
tion depicts the various consumers. 
For the headline a four-line verse 
in extra bold italic tells what the 
consumer thinks of Farnham mer- 
chandise and service. A short clos- 
ing paragraph features specific mer- 
chandise service, gives phone 
invites charge accounts, 


or 

number, 

ei 
These advertisements may be of 

interest to your readers as a means 

of injecting new life and interest 

into small space advertisements. 

: H. L. CRApDICK, 

| Vice-President, Craddick Serv- 

e, Inc., Minneapolis. 


Vv v v 
Zenith Steps Up 
FM Station Operation 

To the Editor: In your issue of 
Feb. 3 in an article written by A. P. 
Mills you group Zenith Radio Cor- 
poration with those organizations 
of which you say: 

“A second group of manufactur- 
ers licensed to make FM receivers 
includes companies which have 
made a limited number of FM sets 


_— 


but are awaiting increased con- 
sumer demand before going into 
full commercial production. In 
some cases these companies have 


done a limited amount of merchan- 
dising on FM sets.” 

I think you are a little bit modest 
concerning our efforts. 

Our FM station, station W9XZR, 
located on top of the Chicago Tow- 
ers Club, was completed Feb. 2, 
1940, more than a year ago and 
began FM broadcasting of regular 


Good Looking! 


Do you still think of news- 

Print color advertising as 
1 something only fit for bargain 
sales? Then send for copies 
% some of our recent News- 


color broadsides. They'll be an 
tye-Opener to you. 

Some of advertising’s BIG- 
GEST NAMES are using 
Newscolor—because it looks 


00d and rings the bell. 


SHOPPING NEWS 


*wscolor “Division CLEVELAND 


“a 


musical programs on Feb. 8, 1940. 
Our musical programs are now 
broadcast to the public from 7:30 
in the morning to 12 
5,000 watts power. 


Next week we are moving to the | 


top of the Field building where we 
have a nine-year lease and shortly 
after our removal we will step up 


our power to 50,000—power ade- 
quate to cover the metropolitan 
area and a tremendous outlying 


area beyond that. 
Epcar G. HERRMANN, 
Acting Sales Manager, Zenith 
Radio Corporation, Chicago. 


How Delay Is Turned 
Into Good Will Builder 


To the Editor: We thought you 
might be interested in showing how 


|} ernment 


ADVERTISING AGE 


some firms have been able to tie 


their advertising in with the cur- 
rent national defense program. 


midnight aia We received a number of orders 
| fre 


ym concerns for gifts which they 


usually distribute at the holiday | 


season, but found that our produc- 
tion facilities were engaged on pre- 
cision instruments needed for the 
national defense program and had 
to notify these concerns that we 
could not make delivery until some 
day in January. 

We suggested that they take de- 
livery in January and permit us to 
enclose a card with each advertis- 
ing specialty, saying: 

“Defense orders must come first. 
The factory which supplied us with 
these rules was swamped with gov- 


orders. Our order was 


therefore delayed. We regret very 
much not having had the opportu- 


| nity to wish you a Merry Christmas, 


but we extend our best wishes to 
you for the New Year.” 

It is hardly necessary for us to 
tell you that an advertising specialty 
or gift arriving in January will re- 
ceive more attention than one ar- 
riving during the holiday season, 
and that the card which accompa- 
nied this item would naturally cre- 
ate much more interest in the ad- 
vertiser’s message. 

If more advertisers would coop- 
erate in this manner with the manu- | 
facturers of metal advertising spe- 
cialties, it would greatly relieve 
one of the bottlenecks in our indus- 
try, where the usual custom has 
been that 80 per cent of the busi- 


ness for the entire year must be 
manufactured during the last six 
weeks of the year just prior to the 
holiday season. Distributors of 
these advertising gifts little realize 
that the recipient of a gift in Janu- 
ary will be more likely to appreci- 
ate the gift at that time. 
ALFRED ROBBINS, 
President, Alfred Robbins Or- 
ganization, New York. 


v v v 

WGY Names Advisers 

An advisory council of 22 group 
leaders has been organized by Sta- 
tion WGY, Schenectady, N. Y., to 
cooperate on children’s and all pub- 
lic service programs. The group 
includes three college presidents 
and representatives of the Parent- 
Teachers Association, Boy Scouts 
and Girl Scouts. 


columbus Dispatch 


Greatest Single Sales Influence In Central Ohio 
O’MARA & ORMSBEE, National Representatives 
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CHICAGO TRIBUNE LEAD IN 
TOTAL ADVERTISING LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 
1932-1940 


1932 1940 


CHICAGO TRIBUNE LEAD IN 
TOTAL DISPLAY LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 
1932-1940 


1932 1940 


CHICAGO TRIBUNE LEAD IN 
GENERAL ADVERTISING LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 
1932-1940 


1932 1940 


CHICAGO TRIBUNE LEAD IN 
RETAIL ADVERTISING LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 


1932-1940 


6.4% 
1932 1940 


*Lead of another newspaper over the Tribune 


CHICAGO TRIBUNE LEAD IN 
DEPARTMENT STORE LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 


1932-1940 


1932 


CHICAGO TRIBUNE LEAD IN 
CLASSIFIED ADVERTISING LINAGE 


Percentage of 
Tribune lead over next 
Chicago newspaper 


1932-1940 


_ —— 


—. 


ev ee ee ee 


F 
The INCREASE IN THE LEADERSHIP OF |} 


be 


CAN SELL MORE IN | ¢ 


@ In the charts at the left is pictured Chicago 
Tribune leadership in six major classifica- | f 
tions of advertising for the years 1932-1940. | <i 
Note the increases. Di 


e' 


To all advertising media, these years pre- } ‘c 
sented the same challenge—and the same f C 
opportunity. The Tribune met the challenge 
and improved its opportunity by improving §— 2 
its product and delivering increased value § t 
to readers. p 

Since 1932, Tribune total net paid circu- d 
lation has registered a gain of more than 
215,000 on week-days and over 215,000 p 
on Sundays. v 

Today, with more than 1,000,000 net paid, : 


TOTAL NET PAID CIRCULATIO’ 
NOW: DAILY, OVER 1,000,00 — 
SUNDAY, IN EXCESS OF 1,210,000 
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ADVERTISING AGE 


| 
THE TRIBUNE IN ADVERTISING ILLUSTRATES HOW YOU 


toy 


| 


CHICAGO BY BUILDING YOUR ADVERTISING PROGRAM AROUND THE TRIBUNE 


every day of the week, the Tribune delivers 
from 580,000 to 625,000 more total daily 
circulation than other Chicago daily news- 
papers. On Sundays it delivers from 300,000 
to 810.000 more than delivered by other 
Chicago Sunday newspapers. 

Right in metropolitan Chicago, Tribune 
net paid daily circulation is 440,000 more 
than delivered by other Chicago daily news- 
papers— more than any two other Chicago 
daily newspapers combined. 

On Sundays the Tribune delivers in metro- 
politan Chicago from 395,000 to 470,000 
more than other Chicago Sunday newspa- 
pers~ more than the two other Chicago Sun- 


day newspapers combined. 

When you can have more, why take less? 
Build your Chicago advertising drive around 
the Tribune and you step up your promo- 
tion in line with Chicago’s increased buying. 
Every day you do without Tribune sales 
power, you pass up sales which easily can 
be yours. There is no need to pass them up 
when Tribune rates per 100,000 circulation 
are among America’s lowest. 

Ask a Tribune representative to help you 
build a program around the Tribune which 
can best help you get your share of Chicago's 
expanded buying. 


€ ) } , 4, 
THE WORLD'S GREATEST NEWSPAPER 
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Coming 
Conventions 


March 29-31. Spring meeting, 
Newspaper Advertising Executives 
Association, French Lick Springs, 
Ind. 

April 1-4. Annual Packaging 
Exposition and Conference of the 
American Management Association, 
Stevens Hotel, Chicago. 

April 4-5. Pacific Coast 
ference of Sales Executives, 
bassador Hotel, Los Angeles. 

April 18. Regional conference, 
National Industrial Advertisers As- 
sociation, Hotel Sherman, Chicago. 

April 22-24. Annual convention, 
American Newspaper’ Publishers 


Con- 
Am- 


Association, Waldorf-Astoria, New 
York. 
April 28-May 2. Annual con-| 


vention, Premium Advertising As- 
sociation, Palmer House, Chicago. 

May 1-3. Annual meeting, Ameri- 
can Association of Advertising 
Agencies, The Homestead, Hot 
Springs, Va. 

May 2-3. Annual convention, In- 
ternational Affiliation of Sales and 
Advertising Clubs, Toronto, Ont. 

May 12-15. Annual convention, 


| National Association of Broadcast- 
|ers, New Jefferson Hotel, St. Louis. 

May 19-21. Annual meeting, 
Southern Newspaper Publishers As- 
sociation, Edgewater Park, Miss. 

May 25-29. Annual meeting, Ad- 
vertising Federation of America, 
Hotel Statler, Boston. 
| May 27-30. Annual convention, 
| Lithographers National Association, 

he Greenbrier, White Sulphur 
Springs, W. Va. 

May 28-June 1. National Coun- 
cil of Ellis Plan Associates, Palmer 
| House, Chicago. 
| May 28-30. Annual meeting, Na- 
tional Advertising Agency Network, 
Palmer House, Chicago. 

Sept. 8-11. Annual convention, 
|Financial Advertisers Association, 
| Hotel Statler, Cleveland. 

Sept. 17-19. Annual Conference 
and Exposition, National Industrial 
Advertisers Association, Royal 
York Hotel, Toronto, Ont., Canada. 

Oct. 15-17. Annual convention, 
Direct Mail Advertising Association, 
Montreal, Que. 


Lee Mitchell Named 


Lee Mitchell, formerly sales man- 
aged of Ovrhaul Company, Los An- 
geles, has been appointed to work 
on advertising and sales promotion 
for the Squirt Company, Beverly 
Hills, Cal., maker of a carbonated 
beverage. 


ADVERTISING AGE 
Dog Food Aims at 
National Advertising 


Free over-the-counter premiums | 
for buyers and special offers to 


|stimulate sales of Bon-e-Fide dog 


| fore the Illinois Newspaper Markets 


G. E. Martin Appointed 
Glenn E. Martin, copy service 
|manager of the Gazette, Cedar 


| Rapids, la., for the past four years, 


food to dealers wil be used to build 
up sales of the product by Brennan 
Packing Company, Chicago, until 
retail distribution justifies national 
advertising. 

The premium is in the form of a 
Bon-e-Fide Remind-o-Pad, a copy- | 
righted scratch pad which provides | 
both writing space and news of | 
premium offers. 


Good Design Boosts 
Sales, May Tells Clinic 


Good design in advertisements 
sells goods because it invites the 
reader’s attention, produces orde1 
and makes it easy for the reader to 
find his way abcut, and it has an 
esthetic factor, leaving the reader 
with a friendly feeling toward the 
client and the product, according to 
Don May, promotional layout man, 
Chicago Daily News, who spoke be- 


Advertising Clinic at LaSalle, IIl., 
March 16. 


has been named classified 


adver- | 
tising manager. | 


Journalistically 
Slaying a Thousand 
Hammering Demons 


ALK ABOUT a thousand de- 


mons hammering 
your spine . 


. . did you ever 
race across a hard, baked field at 


the base of 


four miles per hour holding the 


helm of an old-fashioned, steel lug- 


wheeled farm tractor? 


If you have behind you even one 


jective Journalists ran across the 
news that tire manufacturers had 
developed a pneumatic tire for trac- 
tor use, they didn't hesitate. 


They saw the possibilities and the 


answer to many power farming 
problems and they carried the story 


to farmers. 


such experience you would have 


eaten up every word of this news 
scoop which Objective Journalism 
broke in Capper’s Farmer. 


The story's caption 


matic tires for farm tractors. 


But the idea involves much more 
than personal comfort. There’s an 
all-important matter of tractor 
weight and operating efficiency. 
There's traction and speed both in 


the field and getting 


why when Capper’s Farmer's Ob- 


read; Pneu- 


to it. That's 


Today most wheel-type tractors 
wear rubber tires. Other farm equip- 
ment is fast following suit. 


Objective Journalism ferrets out 
news that bears on farming prob- 
lems...and carries the story through. 
So every month Capper’s Farmer 
goes into 1,200,000 farm homes to be 
read from cover to cover for practi- 
cal farming information . . 
makes farming a happier, easier 
and more profitable way of living. 


. which 


CAPPER’S FARMER 


TOPEKA, KANSAS 


“i 


ey, € 
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In these 13 states, the 
richest half of the Farm- 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes. 


~~ 
‘=. 


| Post. 


FISK BOY SELLS AGAIN AFTER FRESHENING 


The recently-restored painting of Fisk's famous ‘Time to Re-tire’’ boy—who has 

begun his 35th year as a tire salesman—gets nods of approval from Tom Young, 

advertising director, United States Rubber Company, and Jim Cochran, account 
executive, Campbell-Ewald, New York. 


Feature Old Fisk 
‘Boy’ and New 
Safti-Flight Tires 


New York, March 19.—Heralding 
its improved Safti-Flight tire as the 
“leader of a great new line of Fisk 


| tires,” United States Rubber Com- 


pany will launch its most aggres- 
sive campaign for Fisk tires in 17 


years with spreads in April issues | 


of Life and The Saturday Evening 
The drive will continue 
throughout the selling season in 
these and five other magazines. 

Designed to introduce the safety 
stripe tread, new feature of the 
Fisk Safti-Flight tires, the four- 
color opening announcement is bor- 
dered on two sides by black and 
white stripes. A reproduction of the 
oil painting of the famous “Time to 
Re-tire’” boy occupies almost an 
entire page, while copy on the fac- 
ing page is devoted to a description 
of the new tread’s ability to pro- 
vide greater safety. 

The safety stripe tread is made 


of a_ special rubber compound 
which, according to company engi- 
neers, eliminates the danger of 
skids, absorbs road shocks and 
guards against blowouts. 
Stripes Are Featured 
Follow-up copy, in black and 


white, will continue to accent the 
stripe theme, with the first inser- 
tion in the series built around an 
illustration of a marine bearing 
three service stripes on his coat 
sleeve. The marine is pictured with 
a girl, both with right hands raised 
in salute, while the caption reads, 


—, 


eT 
“Salute to Safety.” Featured ; 
| other illustrations in the fol owing 
insertions will be a motion pictur 
star in a striped gown and & base. 
ball field. 

In addition to Lise and the Pog 
magazines on the schedule are the 
| American Magazine, Collier's, For- 
| tune, Newsweek and Time. Camp- 
bell-Ewald Company is the agency 
| The famous Fisk oil painting 
which was restored for use this 
| year, was the work of the late Ed- 
'ward Eggleston. Fisk’s boy had 
| been marred by so many retouch- 
ings that a brand new 1941 lad 
seemed in order, but the compan; 
| said no artist would promise to re- 
|capture the charm of the original 


So the familiar yawn and one-piece 
pajamas will be in evidence agai: 
in spite of all the passing years 


'B. & O. Bids for 


National Defense Travel! 


The Baltimore & Ohio railroad 
has started an aggressive campaigr 


|throughout its Eastern territory 
| featuring two Diesel - powered 
streamliners, the Royal Blue and 


|Columbian, which operate betweer 
ithe nation’s capital and New York 
}and Philadelphia. 

| Richard A. Foley Advertising 
Agency, Philadelphia, is in charge 


Stanley to Burnett 

| E. Lee Stanley, formerly art di- 
|rector of Sherman K. Ellis & Co 
has joined Leo Burnett Company) 
Chicago, in a similar capacity 


75°% MORE READABLE 
Artkraft's Exclusive Porcel- 


M-Bos'd Letters 


vy ARTKRA 


SIGN CO, LIMA, O 


signed itself. 


PHILADELPHIA 
steps out! 


New OWNERSHIP AND MANAGEMENT never took 
over the direction of a great metropolitan news- 
paper at a more opportune moment. 


@ National preparedness is avalanching money 
and men into the Philadelphia area. Idle factory 
space is being absorbed at the rate of 1.000000 
sq. ft. a month. A re-inspired city pulses with a 
new spirit. Philadelphia is on the march! 


e To represent — to interpret— 
this new spirit is the task to which the new owner- 
ship of the Eveninc Pusiic Lepcer has as- 


EVENING Puspiic LEDGER 
INDEPENDENCE SQUARE 
PHILADELPHIA 


National Representative—Paul Block and Associates 


and to stimulate 


ra 
{ tons 
June 
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x Keepsake diamond rings with such ; ; 
BACKFENCE NEWS = _— — ™ — Pond Launches themes as “Lovely to look at, thrill- On Radio Committee 
enera ectric Company has ing ma ge > registere 
established a new metropolitan dis- | Campaign for iaiake a——€€ ease 


A. K. Spencer has been appointed 
chairman of the national committee 


\tributing branch, with headquar- erry engagement | on radio broadcasting of the Ameri- 
ters in the G-E bldg., 570 Lexing- | RK k Ri 8. can Association of Advertising 
ton avenue, New York, to distribute eepsa e ings Dealers are offered a window dis- Agencies. He is in the radio de- 
products of its air conditioning, Gevacune M. ¥.. March 90.-~-Fol- play featuring changing color | partment of J. Walter Thompson 


commercial refrigeration, radio and s we heaps 
television, and appliance and mer- | !©Wing a 40 per cent sales increase 
chandise departments. Earle Poor- | during 1940, which gave the com- Cupler Elevated 
man, district manager of appliance | pany the largest volume in its 48- ’ 

sales for G-E since 1931, has been | year history, A. H. Pond Company Cunius Takes Eastern Post , “" 2 < neg a ae past year 
‘ rane anager ae a a Bet ie : ; 1ead of Meyer Both Company's pro- 
SPPEES Weenen manager. has announced full-page, full-color Charles J. Cunius, formerly with motion aivieion. hog on het ter 
; advertising for the first time, as | Tru-Test, Chicago, has been placed sales manager, replacing Philip 
@ gerne 8 supper tne. Pee = Dn Anderson Heads Brewer well as a series of black and white |in charge of the toy and sporting Bernstein, resigned. 


effects, radio transcriptions, movie |Company, New York. 
trailers and newspaper mats. 


whats he'll be get- tasty, whole, fresh caught fish, : é insertions. goods department of Supplee-Biddle space 

pone ba milkaand bread and containing the vitamins that Edwin J. Anderson, vice-presi- Copy will appear in Glamour, | Hardware Company, Philadelphia. “N Y. Post” U Getli 
aarchy scraps tive cats pep and energy, and =) dent and general sales manager Of | Gooq Housekeeping. Life. M demo — — » 1. FOS ps Geuln 
“Tom the Lean” — he won't lavished with mineral! saltsthat the Goebe 7r0c ousekKeeping, Life, Mademoi- 


nything. Mistress produce clocklike regularity, l Brewing Compa ny, De- 


astia en wee : Natt S. Getlin has been ap- 
—" soils his mousing! Puss'n Boots isbone building.  troit, for the past three years, has | *‘ We, Photoplay-Movie Mirror, The Takes Larger Quarters 


; ' xii Pegs th pointed local advertising manager of 

bon ae ei be and paring! Court Prahing | DeeN elected acting president and corurany evening Post, Sc wen Food Mart News has moved to the New York Post. Since 1934 he 
Jes “« © © . © , fo Ie ‘ ‘or . - . . 7 . 

wart os usual Co., Wilmington, Cal general manager of the company,|Guide, Screenland and _ Silver jarger quarters at Room 708, 612 N.| has been manager of the classified 


As your grecer’e~6 conte © can succeeding the late Walter Haass. Screen. The campaign will feature | Michigan avenue, Chicago. department. 


Cat lovers should respond to this copy 
for Puss ‘n Boots cat food now appear- 
ing in newspapers in 16 cities east of 
the Rockies. Insertions, ranging from 84 
to 160 lines, are scheduled to continue | 
through May. Coast Fishing Company, 

Wilmington, Del., is the manufacturer, 


) Fen Baker Company, the agency. C he /1¢ VE this /S 
-| Eaton to Push 
.| Typewriter and 


| Social Papers a lifetime opportunity for 


social paper line of Eaton Paper | 
Corporation will be featured with 
the theme, “Any mail for me? To 


1 get a letter—write a letter” in| y + \ | y 
ne American Home, American Maga- | j 
! zine, Better Homes & Gardens, L ] i 

Collier’ ; 


ier’s, Farm Journal and Farm- 
rs’ Wife, Good Housekeeping, Hol- | 
and’s, House Beautiful, Household 
Magazine, Ladies’ Home Journal, 
Liberty, Modern Screen, National 


. * 7 
.d Geographic, National 4-H Club C 0) v/ Ailli }] ‘yg 
"= News, Our Army, Our Navy, Pho- 


y toplay-Movie Mirror, Redbook, The 
ad saturday Evening Post, Successful 
nd Farming, Time, True Story, Wo- 
Cr in's Home Companion and Yan- * 


rk kee Magazine and in the Christian 
Science Monitor. 


= » There will be four to eight inser- abies : ; . 
' tions in each publication through | Phis is a rare advertisement. It is practi- are secking must be able to get new busi- 
» June, 1941. All copy will carry the . ‘ , . 
S slogan, “Use Eaton’s Fine Letter cally an invitation to some one individual ness on which we can both make money. 
li- Paper.” ‘ 9 9 : ; 
0 whe company’s line of typewriter in or near New York to become one of the — His present accounts will serve as a base— 
1) papers w , ve ed in j > a a , : - y r = a: : 
"* @@ Papers will be featured in Time. principals of a 1S-year-old reputable New — a foundation on which we can both build, 
~ | Issues Pennzoil Copy York agency—and to increase his immedtate with no anxiety about immediate income. 
E Fuller & Smith & Ross, Inc., has 


: eleased a 12-week campaign to earnings at the same time. 


If you can qualify, it will pay you to get 
daily and weekly newspapers in the . 


Philadelphia area on behalf of the Ihe story Is this. We bill close to two in touch with us. If you are a “new busi- 
Pennzoil Company, Oil City, Pa. 41 - . , , 
i The compaien imchedes three’ 200. million dollars per year and have made ness man” with prospects only, don’t bother 
ine, seven 200-line and two 100- : ; : 5 | 
0 ine advertisements, plus space for substantial profits every year of the 15 we because we have paid too much to blue 
a ocal dealer imprints. , , 
have been in business. Our reputation is 


sky new business men in the past, and we're 


Rados to Crosley Post splendid, as anyone can verify by a few in- 


C. William Rados, formerly man- all ” ashed i with that. 


ager of the National Salesman’s quiries—our finances are ample to handle ; a 

Institute, has been named sales pro- ; ' Because this advertisement is intended to 
motion manager of the Crosley Cor- three or four times our present volume. 

~ refrigeration division, appeal to men who never ordinarily answer 
incinti 


In order to diversify this business and to 


; ads, we realize fully the highly confidential 
broaden its base we want to add another 


—_— nature with which any replies or negotia- 
principal executive. | 

tions will have to be treated. 
‘ay: We 
The Miscer Voice of Konsas 


(3 


WICHITA 


Kay | ‘yle, Gen. Mar. 


1000 Watts - Dial 1050 
tential 


| Wee are not seeking to make a penny on 


this new man at the start. If his accounts If you prefer, have your attorney get in 


* s y . : ( - 
total, let us sav, $200,000, he can draw touch with us, and we will disclose out 


rs °7 . 4 a . ¢ 7 i - . : ‘rr * *( ¢ 
$20,000 a vear—or more, if that is neces- name. If then you are further interested a 


sary for his normal living expenses. We'll preliminary meeting will be arranged. 


put behind him the intelligence, effort and To aman of first-rate calibre who wants 
prestige of as hard hitting a group of ad- a solid future and immediate income we 
Vertising men as there are in New York. — feel that this is just about the best oppor- 
But that must be only a start. The man we — tunity in New York. 


Address: Advertising Age, Box 3314 330) West 42nd Strect, New York City, N.Y. 
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English Is Taught 
in Our Homes 

Any person's English is quite sure 
to be the product of environment 
much more than of formal training, 
says Edward N. Teall in The Inland 
Printer for March. It is acquired 
in the home, on the playground, in 
the work shop, factory or office, 
rather than in the schoolroom or 
from text books. The English we 
use, he emphasizes, is the English 
we hear or read in connection with 
our real living. 

If the parents say “between you 
and I,” “I didn’t say nothing,” and 
similar verbal duds, so will the kids. 
Similarly, children from cultured 
homes will naturally use “classier” 
words and more fastidious construc- 
tion of sentences. Their English 
construction is no affectation; it is 
the only speech they know. 

Mothers regulate the sleep and 
play, the clothing, hygiene, and diet 
of their children. That’s their work 
in the world, and it is done with 
intelligence and in all conscience. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


other is to tell the public it is 
doing so. 

The battle of England more and 
more is being fought in the plants 
of American industry. So the first 
big job is to make a whale of a lot 
of what is needed, and then some. 
'This job can’t be minimized, and 


| Why should not mothers watch with jany part of industry shirking it is 


equal zeal and zest their children’s | entitled to no excuse, 
Why should | declares. 


vitamins—and verbs? 


they not seek as determinedly t 


0 


keep the youngsters’ grammar neat 
as to keep their clothes whole and 


clean? Well, the mothers 


know 


cooking and sewing, but English— 


|that’s out of their 


territory, and 


‘they feel it should be left to the 


| teacher. 
| parental influence go by default. 


Language of the home is the lan- 


guage of the nation. 


| (Fathers, beware.) 


Industry's Twin Jobs— 
Do and Tell 


American industry — and 


of our industrial plants—has 


agement and Maintenance, 
out in his March editorial. 
to make defense equipment. 


The mothers 
of the nation can render a tremen- 
dous service, now neglected, if they 
will try to regulate home English. 


that 
means the responsible management 


a 


couple of really big jobs on hand, 
L. C. Morrow, editor, Factory Man- 
points 
One is 

The | economic 


the editor 


But the second job, he says, isn’t 
|so clearly docketed. While louder 
and louder are the calls for more 
| production from American plants, 
there is another calling 


| not realize the gravity of the situa- 


And so they let one vast}tion and will come awake too late. 


|This hysteria is seeping into the 
‘ranks of management and occasion- 
ally one is heard publicly saying, 
“Men, we're loafing on our job.” 

If industry is asleep and if it is 
loafing, something should be done 
about it. But on the basis of infor- 
mation he has been able to collect, 
|'Mr. Morrow doesn’t believe this to 


| be the case, and he feels that the | 


public ought to know about it. And 
the only way they will find out 
}about it is for industry to tell the 
|story of its defense successes. 
Putting two and two together, the 
editor says he is 
there are still a lot of brain-truster 
planners who are not 


We Burn the Midnight Oil 


Time is one of the most important elements in the art of plate 
making. With delivery deadlines near, and thousands of dollars 
at stake in costly space rates, photos and art work, then it is you 
appreciate the convenience and service from a photo engraving 
plant such as ours, that operates with a complete night force. 
Skilled craftsmen working with the most modern equipment meet 
your delivery deadlines. Plate quality is maintained, and best of 
all, overtime expense is a thing of the past. The next time you 


find that time is short call for a Wallace-Miller Representative. 


We are always in, day and night. 


WALLACE-MILLER COMPANY 


466 WEST SUPERIOR STREET 


PHOTO ENGRAVERS 


* CHICAGO 


which | 
claims that American industry does | 


convinced that | 


March 24, 194) 
1 - ——_— a 

projected to 5x7-foot siz, 
spection. 

Use of these photograph; 
has helped to clear up a , 
| bottleneck in plant produc: 
cilities. With the picture: 
control inspection, many 
| grades of steel can be | 
rectly for the finishing 
cases where the camera sh 
standard quality, these ca; 
verted for intermediate 
and billett conditioning. 


FIGHTS FAIR TRADE 


lor in 


People of Delaware— 


_A Few Pointers on 

| Obtaining a Patent 

Realizing that the pate 
|operates to guard the int 
the public, an inventor in « 4 
ing to obtain a patent is c ie 
with the problem of dr: 
claims to avoid = maki: th 
broader than his inventi 
George V. Woodling in a 


President J. M. Lazarus of the Wilming- | article in the March Machin. ne 
ton Dry Goods Company jumped into | on “Consideration of Publi } 

the battle with this full-page newspaper Obtain Patents.” A telps 
copy when a proposed fair trade law h Vtg Se ~ ol 
was introduced in the Delaware legisla- the points to be observed ir King 


ture. It is the first of a series and ap- | Patent claims are the follow 
peared in the Wilmington Journal. Two 1. A valid claim cannot b 
years ago, Lazarus almost single-handedly | to cover a mere result or f) ct; 


killed a similar bill 2. To comply with the »ubli 

policy consideration, a clair mys 
asleep and who are not loafing. set forth the combination of ‘ean 
They are just biding their time, he | Wich represents the inventi | 
asserts, and would not be averse to| 3 Valid claims cannot be ‘raw, 


'launching something akin to nation- to a law of nature. 


alized industry if they could start 


with a public convinced that indus- | Colorado Gets $100,009 
try was not on to its job. Advertising Law , 
Photography Used to ee ey Rin has ~ gned 
: a bill carrying a x F ria- 
Control Steel Production | aan fee agg eay ao apr oo 
Ingot photography is a new term | gency clause making the ney ] 
which hereafter will be heard quite | available at once to advertise th. 
generally in the steel industry, and | travel beauties of Colorado. ' 
it designates a new application of | The governor is authorized t . 
photographic records. Just as the name a three-man committee lich : 
. : wer .|in turn, will select a direct t é 
term implies, it is a photograph of | administer all advertising and pub- F 
each ingot of metal made in a steel | licity activities. Gov. Carr said re- \ 
mill, providing an unquestionable | strictions on foreign travel because 4 <¢ 
and final record of the quality of | of war conditions have given Colo- 


greatest 
attract 


opportunity 


the metal during the rolling and fin- | '@d0__ its 
record surmme: 


history to 
throngs. 


Franke to Gittins 


Roy A. Franke has left Paulson- 
Gerlach & Associates, Inc., Milwau- 
| kee, to join Bert S. Gittins, Adver- 4 | 
tising, Milwaukee, as_ production @ 
manager. 


ishing procedure. An _ installation 
in the Allen Wood steel mill is illus- 
trated and described in the March | 
10 issue of Steel. 

A 35-mm. camera, 
inch, F-1.5 lens and loaded 
reversible super-pan film, is used. 
It is located above the approach 
table serving the blooming mill and 
focussed to get two sides of the 
ingot. Within the field of the camera 
is a “heat board” which gives speci- 
fications regarding the ingot so that 
these details are included in the 
photograph. The photograph is 
taken by the roller in the pulpit | 
who pulls a cord operating an elec- tT 
| tric switch which causes an electro- a 
| magnet in the camera to trip the 
shutter. The films are developed 
;each day and thus provide a 24- 
|} hour rolling record which may be 


two- | 
with 


with a 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.43 
additional 100’s 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them 


LAUREL PROCESS CO. 


480 Canol Street, N.Y.C. WaAlker §-0526 


HELEN ADAMS 


conducting 


“LET'S HELP YOU KEEP HOUSE’ 
Five Days a Week on ST. LOUIS K‘\VK | 
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Dealers Get 
lowdown on | 
F.M Stoker Ads 


Human Interest Given 
Heavy Play in 1941! 
Copy 


| 
| 
19.—Fairbanks, 


Cl o, March 
Mor Co. took the wraps off the 
techn cue of building advertise- 
ment its stoker sales convention 
here terday to give several hun- 
dred ilers from all parts of the 
cou! an idea of the care and 
fore ight which go into the con- | 
stru n of sales messages. A|! 
blov ip version of a_half-page 
adve ement to appear in the May 
21 was used as a laboratory for 
the nonstration. 


A aring in the ad-building skit 


were H. L. Bilsborough, manager, 
stol division; Harry Neal Baum, 
advertising manager, and Arthur L. 
Dec vice-president of Henri, | 
Hu & McDonald, the company’s 
age They donned carpenters’ 
al and wielded hammers to 
cal out the construction job, 
bu ng the copy piece by piece and 
explaining the whys and wherefores 
of each section, beginning with the 
picture of a man’s feet just getting 
out of bed and the headline, “A 
Hero at 6:00 a. m.” 

The human interest manifest in 
the i-building skit is something 
which characterizes the entire F-M 


advertising program this year. A 


definite effort is being made to con- 
vey something other than the me- 
chanical story of coal feed screws, 
hoppet coal feed housings, ther- 


clean-out plates, etc. 


isis Claire McQuillen 


Her 


ME OF Fee. 


‘YE’ CATCHERS, Inc. 


‘East 8th Street, New York 


|F-M 


Vice-President 


Art Decker of Henri, 
Hurst & McDonald and Harry Neal 
Baum, advertising manager of Fairbanks, 
Morse & Co., literally build an adver- 
tising presentation for a sales meeting. 


Sketches and photos as well as 
aptly chosen words are used to 
paint a picture of the comfort and 
economy attendant on the use of the 
stoker. Consumer copy, for 
instance, shows a bride in wedding 
finery carrying a shovel over the 
headline, “Married to What?"; a 
housewife approaching the dreaded 
task of hand-firing a furnace with 
the headline, “A Lovely Lady 
Whose Husband Is Away,” ete. 
Coupons Featured 

Seven insertions will be used in 
Life, all half-page, black and white, 
the last one of the series appearing 
in the Nov. 10 issue. A fall cam- 
paign will be made in Better Homes 
& Gardens with quarter-page inser- 
tions appearing in the September, 
October and November issues. Each 
advertisement carries a coupon in 
answer to which F-M has prepared 
two booklets, “How to Have Auto- 
matic Heat Economically” and “We 
the Owners Say.’ 

Five direct mail campaigns have 
been prepared for F-M stoker deal- 
ers. Dealers are invited to use any 
one of these campaigns at 20 cents 
a name by sending in mailing lists 
of prospects, the entire mailing job 
being handled at F-M headquarters. 
A four-piece spring campaign is 
available for bituminous domestic 
stokers during April, May and June 
A four-piece fall campaign for bitu- 
minous domestic stokers is supplied 
for September, October, Novembe1 
and December. The winter cam- 
paign for January, February and 
March consists of six mailing pieces 
There also is a three-piece anthra- 
cite domestic campaign and a three- 
piece bituminous commercial cam- 
paign. 

Besides being keyed to seasonal 
interests these direct mail cam- 
paigns may be heightened locally 
by cealers who use the F-M news- 
paper copy, the company carrying a 
share of the cost. Three-piece win- 
dow trims are supplied with 
of the spring, fall and winter drives 
Newspaper copy also is provided to 
tie in with the anthracite and com- 
mercial stoker campaigns. 


each 


Human Interest Developed 
The handsomely printed booklet, 


“Automatic Coal Burners,” while 
giving careful consideration to the 
mechanical aspects of stokers, does 
not neglect the human angles of 
stoker operation. One page, head- 
lined with “To Everyone Who 


Wants Heating Comfort!” is accom- 
panied by a picture of a man com- 


fortably seated in his easy chair 
reading his newspaper. Pen and 
ink sketches help to relieve the 
matter-of-factness of construction 


details 

Individual product bulletins, 
printed in the same lively colors 
other F-M literature, also are avail- 


as 


able to dealers. A_ self-mailing 
broadside on one model of stoke 
points out its advantages to each 
member of the family as well as 
explaining its construction. Then 
there are a number of leaflets and 


envelope enclosures to complete the 
job of corraling the elusive pros- 
pect 

Other sales equipment offered 
F-M stoker dealers includes electric 
clocks, stoker floor plans, metal 


signs for buildings and trucks, win- 
dow displays, a trailecar for carrying 
a stoker, and electros. 

Girls Help 


The presentation of these various 
advertisements, mailing pieces, etc., 


under the direction of Mr. Baum, 
was given added interest by pre- 
senting blow-ups of the various 


pieces on boards carried in by girls 
garbed in smiles and not too much 
else. 

One of the highlights of the meet- 
ing was a talk by C. W. Van Voor- 
his, representative of Life and the 
voice on the “March of Time,” in 
which he told not only of his expe- 
riences as the “voice” but also of the 
magazines Life and Time. Other 
speakers on the three-day program 
included Henry J. Barbour, sales 
promotion manager, who talked on 
“An All-Out Offensive for Increased 
Sales”; K. C. Richmond, editor, Coal 
Heat, who talked on “How Some 
Dealers Are Selling More Stokers”: 
and Arthur C. Dodge, vice-president 
and general sales manager, Fair- 


banks, Morse & Co., who gave the 
welcoming address. 


Kellogg Tests Texas 
Rangers Program 

Station KMBC’s Texas Rangers 
will begin a 39-week test campaign 
March 31, over six Texas stations, 
for Kellogg’s corn flakes. If results 
warrant, the show will be expanded 
coast-to-coast. 

The test calls for five quarter- 
hour programs weekly and_ the 
series is being transcribed in Holly- 
wood, where the unit is engaged in 
movie and radio work. J. Walter 
Thompson is the agency. 


WHYN on Air Belatedly 


The new Holyoke - Northampton, 
Mass., station, WHYN, announced it 
would go on the air March 23, 
although work on its tower at South 
Hadley Falls was slowed up by a 
blizzard and delay in shipment of 
some engineering equipment, due to 
a national defense bottleneck at the 
factory. Present schedule calls for 
17 hours a day on the air, although 
the station will operate on an un- 
limited time basis. 


Four Major Airlines 
Form Air Cargo, Inc. 


To survey business possibilities of 
transporting freight and express by 
air, a new corporation, Air Cargo, 
Inc., has been formed by a quartet 
of domestic airlines, American Air- 
lines, Eastern Air Lines, Transcon- 
tinental & Western Air and United 
Air Lines. 

The new company probably will 
be given an initial $100,000 fund 
and all lines will participate in its 
ownership. 


Timmons Starts Agency 


Ralph Timmons, associated with 
Madison, Wis., advertising and 
printing companies for the past 15 
years, has started the Ralph Tim- 
mons, Inc., agency with offices at 
20 N. Carroll street. 


Dodge Advances Lee 


D. W. Lee, in charge of Dodge 
Diesel truck sales promotion for the 
past three years, has been appointed 
sales engineer of the truck division 
of Dodge. 


WBI 


“THE STATION AN AUDIENCE BUILT” 


Vhe station 
that made 


itself a giant 


™ —by listening to its listeners 


W BT has built audience-loyalty which sets a pace for all radio 


—hby listening to its listeners. 


Since signing on the air way back in 1922 as the South’s first station, 


WBT has paid more than ordinary heed to the suggestions and 


demands of its radio audience. That's why entire WBT programs 


have been audience-built ... why the time WBT signs on and signs 


off is audience-controlled. 


WRBT's files bulge with many instances of listeners’ building their 


own radio entertainment. Farm Editor Grady Cole reports a thousand 


letters asking that he take the air earlier than 5:30 A.M. An order 


goes through to open at 5:00 A.M. 


Endless requests for an early Sunday morning variety program pour 


in. Today a two hour show, featuring the finest WBT talent, is pre- 


sented every Sunday from 7:00 to 9:00 A.M. 


No matter how great its power, how super-deluxe its programs, or 


how competent its staft, a station’s value to an advertiser increases 


only as both audience and audience-loyalty increase. 


Herein lies a strong clue to why WBT clients, year after year, find the 


particularly loyal WBT audience so responsive to their sales mes- 


sages. An audience .. 


_ nearly twenty years in the building ... that 


any Station would be mighty proud to offer a time buyer. 


50,000 WATTS - CHARLOTTE 


Owned and operated by the Columbia Broadcasting System. 
Represented by Radio Sales, with offices in New York 


Chicago - Detroit + St. Louis + Los Angeles + San Francisco 
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NIAA Meets April 18 


“Industrial Advertising During 
the Defense Program—and After” 
will be discussed at the Midwest 
regional conference of the National 
Industrial Advertisers Association 
at the Hotel Sherman, Chicago, 
April 18. Chicago, Milwaukee, St. 
Louis and Indianapolis chapters 
will sponsor the one-day session. 
Registrations are to be sent to M. R. 
Webster, Secretary, NIAA, 100 E.| 
Ohio street, Chicago. 


To Ayer London Office 


Mortimer Bryans, former manag- 
ing director of Tokalon, Ltd., Lon- 
don, has been appointed general 
manager of N. W. Ayer & Son's 
London office. He succeeds Justin 
R. Weddell, who is now with the 
New York office. 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
to s and 
impor- 


We are prepared assist advertisers 
advertising agencies in reaching this 
tant and lucrative market. 

Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


Tremendous Spread. 
in Insurance Copy 
Readership Shown , 


Advertisers Get 


Life 


Brass-Tacks Analysis of a), oe Ree 
Readership Factors = em =~ 
New York, March 18.—Insurance | a 

| advertisements which attained the | tones ds eae 


Low RATING 
A SURPLUS OF 


’ 
ti 


highest readership ratings during | 


1940 were distinguished 


by 


copy | 


Ls 


Eastern round table meeting of the 


| that dealt with readers’ personal in- | 
| terests, in contrast to lower ratings | 


for copy in which advertisers talked 
about themselves, Herbert A. 
Thompson, research director of Ar- 
thur Kudner, Inc., informed the 


Life Advertisers Association here 


last weekend. 


APETY 


f 
if 
l 


Bankers / ife COMPANY 


This Bankers Life Company ad showed 
a readership of 60,000, the lowest of | 
any registered by a black and white 


page in the Post during 1940. 


| Basing his observations on a de- 
tailed analysis of the 89 full-page | 
that 


| black 


and 


white ads 


ran 


an 


nm; 2. If 


: the trouble to 
The Saturday Evening Post last) have “something unusual happen- 


14,000,000 (14 million) Negroes in the United | poe 

States spend $2,000,000,000 (2 Billion Dollars) | year, Mr. Thompson offered these} jng” in your illustration you don’t 
annually ’ . | ¢ a — ’ 

ARE YOU GETTING YOUR SHARE OF THIS additional highlights of the study: | necessarily require big type to get 
SE oe He -OONEALE US—WS CAR 1. If you have anything to say) better than average reading. 

— — — which is of unusual interest to the 3. The more unselfish your ad- 
% 

r 


FULLER & SMITH & ROSS 


ANOTHER 
NEW CLIENT 


H. H. ROBERTSON CO. 


Pittsburgh, Pa. 


Cellular Steel Flooring 
Robertson Protected Metal 
for 
Roofing and Side Walls 


Skylights Ventilators 


NEW YORK 


The Alliance Porcelain 
Products Company 


Aluminum Company 
ot America 


The Aluminum Cooking 
Utensil Co. 
Aluminum Ore Company 
Aluminum Seal Co. 
American Lumber 
& Treating Co. 
American Magnesium 
Corporation 
The Austin Company 
The Bassick Company 
The Bryant Electric Co 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co 

Cleveland Fruit Juice Co 

The Cleveland Press 

The Cleveland Railway 
Company 

The Climalene Company 


Commonwealth Shoe 
& Leather Company 


P. & F. Corbin 
Mark Cross Company 


* 


= ted soles 


CLIENTS 


Detroit Steel Products Co 
B. F. Drakenfeld 
& Co., Ine. 
Emery Industries, Inc. 
Ferguson-Sherman 
Manufacturing Corp 
Ford Tractors and 
Ferguson System 
Implements 
Firth Carpet Company 
Fostoria Glass Company 
The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 
Hercules Powder Company 
Kensington Incorporated 
of New Kensington 
KMPC The Station of 
the Stars 
Lewis & Conger 
Libbey-Owens- Ford 
Glass Company 
Lincoln Bag Company 
Medo Photo Supply Co 
Modern Talking Picture 
Service, Inc. 
The National Screw & 
Manufacturing Company 


New York University 
Olney & Carpenter, Inc. 
The Patterson-Sargent Co 
The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 
H. H. Robertson Company 
Steel Founders’ Society 
of America 
The Strong, Carlisle & 
Hammond Company 
The Trundle Engineering 
Company 
Westinghouse Electric 
& Manufacturing Co 


Westinghouse Electric 
Elevator Company 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 


Westinghouse Lamp Div. 
Westinghouse X-Ray Co 
West Penn Power Co. 


The WGAR Broadcasting 
Company 


White Sewing Machine Co 
WIR The Goodwill Station 
The Wooster Rubber Co. 


CLEVELAND 


1501 Euclid Avenve . 


vertising seems to be, the more con- 
sistently it is well read. 

4. “Economy” or “saving money” 
may be good appeals to sell insur- 


they aren’t good bait to catch read- 
ers of insurance advertising. 

5. Pictures of widows and or- 
|phans get average or lower than 
| average attention, but seem to run 
|economics a close second as a re- 
| pellent of readers. 
| 6. Just as a man who has a rep- 
utation of long standing for being a 
| good story teller will find himself 
' surrounded by listeners, so the in- 

surance advertiser who builds up, 
| over a period of years, a reputation 


|for having something to say that| 


shows his interest in the reader to 
be greater than his interest in him- 


ance in a personal interview, but) 


| self, builds the largest reading au- | 


| 
| 
| 


dience. 
Terrific Readership Range 


The readership estimates ranged 


a single advertisement to a low of 


| reader, you may get better than av- | 60,000 readers. In connection with 
erage reading even if you don’t use| the peak figure, however, it was 
illustration. 

you take 


pointed out that the Metropolitan 
Life Insurance Company ad which 
registered so successfully was, in 
reality, a “welfare” rather than an 
insurance message. The subjects 


| 


| from a high of 2,760,000 readers for | 


discussed in this welfare series are | 


of such universal interest that they 
attract an audience far greater than 
selling copy can hope to draw. 


For copy in the selling category, | 


John Hancock Mutual Life Insur- 
ance Company scored with a high 


readership of 1,440,000 and Metro-| 


politan with a readership of 1,186,- 
000 for single advertisements. Re- 
productions of these ads appear in 
the adjoining columns. 

Mr. Thompson reported that the 
average attention given to insur- 
ance advertising as a whole 
somewhat higher than the average 
for all advertising. Men give it 
slightly more attention than women. 
An average of eight men read the 
text of insurance messages for 
every seven women who do like- 
wise. 


is 


Outlines “Pet Theories” 


Turning to general conclusions 
drawn from his analyses of copy as 


a whole in recent years, Mr. 
Thompson mentioned many “pet 
theories” held by advertising men 
which seem to have little basis of 
fact. For example: 

Borders make no difference in 


whether or not an advertisement is 
seen. 


White space is used often in 


as 


advertisements with low ra: 


Ngs 

in those with good ratings nits 

Long copy appears wit equal 
| frequency in good ads as poor 
ones. The same is true shor 
copy. 

Unusual shapes or designs do ny 
seem to increase attention. 

Big type does not guaran th 


a headline will be seen. 


— 


Top ranking for an insurance m 


sage 

1,440,000 readers, was attained this 
John Hancock ad. 

Type spacing does not sc » t 

affect attention, as long as t pe 


readable. 

It makes little difference w! the 
a headline is in the first, second 
third person. The word 
pears in as many poor head] 
in good ones. 

On the other hand, Mr. T! 
son pointed out, certain “commor 
sense” advertising principles hav 
stood up as true. For instan 

Ads in which there is 
thing happening” are far mor 
likely to get a high rating than 
low one. 

Ads which show a product in us 
are more likely to be in the high- 
rating zone than in the danger zor 
of observation. 


' 
yo ap- 


Analyzes Headlines 


Headlines which suggest a 
dox—statements which 
contradict themselves or a_ po} 
larly held idea—occur far more fre- 
quently in advertisements that get 
high ratings than in those in t 
lower brackets. Examples of t 
are, “If the Railroads Are So Go 
Why Aren’t They Rich?” ! 
by the Association of 


see! 


spo! 


Ameri 


More than 21,000 box tops and 
dimes were received in ten days by a one- 
quarter-hour afternoon advertiser. Another 
KOA campaign sent 25,232 women into 
grocery stores to get a club membership card... A KOA 
advertiser started off with a supply of 72,000 premi- 
ums. After KOA went into action he ordered 240,000 


more premiums. 


KOA plays this sort of cash register 
music regularly and its ringing notes have 
sounded in the ears of makers of all kinds of products. 


We have more specific examples to show you hou 
KOA can please your ears with the same kind of music. 
We'll gladly show them to you at any time you say. 
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SCORES WELL 


1 


Metropolitan Life attracted 1,186,000 
ost readers with this copy. 


Railroads; “I Am the Woman Who 
Said She Would Never Fly,” for 
American Airlines; and Listerine’s 
famous, “Often a Bridesmaid but 
Never a Bride.” 


People in costume show up as an- 
other means of increasing attention. 
Animals and babies get attention, 


are aiming at the women’s market 
should whet feminine curiosity by 
using personal letters in their copy, 
the meeting was advised by Bea- 
trice Jones, manager of the women’s 


division of H. H. Wilson Agency, | 


Equitable Life Assurance Society of 
the United States. 

“It could be one of those letters 
a man writes and attaches to his 


| policies to be read by his wife after 


matic in 


|} agency, John Jones. 


his death. There is something dra- 
the tacit tone of self- 
renunciation that should appeal to 
men, as well—and of course women 
simply cannor resist love letters. 
But in that letter could be the 
whole story of the wonder of life 
insurance, and too, the letter could 
tell her how invaluable in develop- 
ing this plan was the help of the 


Another suggestion by Miss Jones 


| was “a campaign designed to make 


but there is a wide variation in the | 


these 
factors 


devices depending 
included in the 


value of 
on tner 
copy. 

Mr. Thompson stressed the fact 
that an advertisement may com- 
mand high attention or observation 


and still fail to do a job for the man} 


As an illustration 
he mentioned a Travelers’ Insur- 
ance ad which was observed by 
more than 80 per cent of readers, 
but 40 per cent thought it adver- 
tised Kodaks. 
Life insurance 


paying the bill. 


who 


MAILING SERVICE 


Multigraphing 
\ddressing 


advertisers 


Filling-in 
Mimeographing 
THE LETTER SHOP, Inc. 


110 & Dearborn § Wabash 8655 


‘ 
CHICAGO 


women boast of 
wonderful 


husbands’ 
insurance programs to 
each other.” Life insurance, she 
said, should be presented as evi- 
dence of the husband’s devotion. 


Should Build Up Agent 


Assuming that a primary func- 
tion of life insurance advertising is 
the fostering of the agent, Miss 
Jones defined the increasing of the 
agent’s prestige and his prospects 
as two major contributions that the 
advertiser can make to this impor- 
tant part of his business. 


their 


Advertising should take the agent | 


“out of the nagging conscience 
posture and sell him to the public 
as a helper and their willing ser- 
vant,” Miss Jones continued. With 
regard to the second function, the 
speaker pointed out that “the 
stranger who has a friendly regard 
for life insurance” is a better pros- 
pect for the agent than “a friend 
who is unfriendly to life insur- 
ance.” 


Thomas to Keller 


Don Thomas, secretary of the In- 
ternational Affiliation of Sales and 
Advertising Clubs, is now associated 
with William J. Keller, Inc., Buffalo 
printing company. 


One of Metropolitan Life's famous ‘'wel- 


fare’ messages. An estimated total of 

2,760,000 Post readers went through the 

entire text. Another in the same series 
attracted a readership of 2,280,000. 


Seek Voluntary Control 
of Canadian Advertising 


Retailers in Vancouver, B. C., 
have opened a series of conferences 
with newspapers in an effort to set 
up a voluntary censorship or con- 
trol of advertising regarded by the 
retailers as misleading. 

The conferences were initiated by 
the Retail Merchants Association, 
which took its complaints to the 
legislature but agreed to drop the 
drive pending a joint attempt to 
straighten out the dispute. Exam- 
ples of alleged misrepresentation in 
advertising were cited at a 
conference attended by the press 
and clothing and men’s furnishing 
sections of the R.M.A. Other groups 
will meet with the newspaper rep- 
resentatives, who opposed passage 
of a regulatory bill at the last ses- 
sion of the legislature. 


recent 


Appoints LaBrum 

Tom LaBrum has been named as- 
sistant to President J. David Stern 
of the Philadelphia Record. 


Plan to Sell Ads 
on Side Panels of 
Interstate Trucks 


Chicago, March 19.—A_ possible 
new advertising medium, making 
use of 3 x 6-foot enameled signs | 


on the sides of trucks and trailers 
used in interstate commerce, 
revealed here this week by Roy F. 
Nylen, 6145 Winthrop avenue, who 
told ADVERTISING AGE that he was 
acting on behalf of five principals 
in the advertising field whose iden- 
tity cannot yet be disclosed. 

The organization is known as 
United States Traveling Ads, and 
Mr. Nylen declares that its develop- 
ment is far enough along to permit 
sale of coverage on two of the five 
divisions into which the company 


breaks down its operations. Among 
the common carriers reported in- 
cluded in the set-up are Keeshin 


Motor Express and its subsidiary, 
Seaboard Freight Lines. 

Signs, to be made by the silk 
screen and turned out by 
Enameled Steel Sign Company, Chi- 
will be contracted for on a 
quarterly basis at a rate which has 
not yet been finally determined, but 
which is likely to be something 
under one cent per person in the 
area covered, for the three-month 
showing Trucking lines’ which 
operate only on night hauls will not 
be included, according to Mr. Nylen. 
Standard commissions will be paid 
to agencies 


process 


cago, 


KOCY Joins Mutual 


Station KOCY, Oklahoma City, 
will join the Mutual Broadcasting 
System on April 27 as the network’s 
first full-time outlet in that city. It 
replaces Station KTOK, the present 
MBS Oklahoma City outlet. 


Kiely Made Division Head 


The American Bosch Corporation, 
Springfield, Mass., has appointed 
Thomas J. Kiely sales manager of 
the company’s aviation. division. 
He has been associated with the 
corporation since 1923 


was | 


Winning Packages 
Shown in Washington 


On display in the lobby of the 
Commerce Department Building, 


| Washington, D. C., are the 59 prize- 


winning 
10th 


containers 
Annual 


picked in the 
All-America Package 


| Competition, held recently in New 


York under sponsorship of Modern 
Packaging. 

The 59 winners were selected 
from more than 30,000 entries. They 
represent 21 package-type groups. 
The containers reflect growing de- 
mands of the defense program in 
that they reveal an increased use of 
materials least likely to be placed 
under priority orders. The display 
will be continued until the end of 
March. 


Boost WLBZ Power 


Station WLBZ, Bangor, Me., has 
been authorized by the FCC to 
increase its power from 500 watts 
nights, one kilowatt days, to 5 kilo- 
watts unlimited time. 


Transfers Offices 

The San Francisco office of Out- 
door Advertising, Inc., has been 
moved from the Shell bldg. to the 


Adam Grant bldg., 114 Sansome 
street. 


4 


BUSINESS [OPPORTUNITY = 
FOR ADVERTISING 
SALESMEN - - - 


If you know the local industries, 
civie officials, ete., in your loeal- 
ity sufficiently to properly pre- 
sent ideas and samples tohen 
from actual orders sold by our 
fop fight salesmen in other cities, 
then write us at onee, 


‘5 year old well established 
AAA-1 rated creative business, 


No collections, service calls or 
demoralizing routine. 


Your time is spent building 
your own life-time, lucrative busi 
Profit’ sharing percentage 
compensation, Leads furnished. 
1940 Sales up 88'4°. Most ter- 
ritories operate under an exelu 
sive franchise. Write for details, 


Hess, 


BASTIAN BROS. CO. 


Department D 
ROCHESTER, N.Y. 


“ —— . 


WJ SV Has A GOOD COMEBACK 


tisers grow strong and silent when queried 
about such matters as rising sales and 
increased distribution, refusing to wear 
the heart of their business on their sleeves. 

WJSV knows the answer, though. It’s 
in the books. There’s Continental Baking, 
for instance, who have renewed “The 
Magic Carpet” on WJSV for the third 
consecutive year, 5 quarter hours a week. 
There’s Bond Stores, now in its eightieth 
week, 6 quarter hours a week. There’s 
Cluett Peabody’s “Nancy Dixon” in its 


second year, 6 quarter hours a week. 


Like clients ev ery where, WISV adver 


other WJSV 


/ hese are 


comeback te 


advertisers c: 


GZ 


There are Loose Wiles (now beginning 
their third year, 6 quarter hours a week ) 


and De Soto. Not to mention scores of 


chents. 


the best success stories ever 


...Major campaigns that come back to 


W JSV year after year. And that’s WJSV’s 


» people who ask how our 


clients are doing. 
WJSV knows why, too. Washington’s 
per-capita wealth (first in the nation) 


gives the WJSV market such depth that 


in plumb it again and again 


...and never strike bottom. 


\ JSV COLUMBIA’S STATION FOR THE NATION’S CAPITAL 


¢ 


50,000 WATTS 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales: 


New York * Chicago * Detroit + St. Louis * Charlotte * Los Angeles * San Francisco 
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Columbia Records 
to Get Greatest 
Magazine Support 


Bridgeport, Conn., March 18.— 
Continuing its hard-hitting drive 
for increased sales, Columbia Re- 
cording Corporation this week re- 
leased the largest magazine cam- 
paign in its history, with color 


pages in Life, Newsweek, The New 
Yorker and Time. Copy will run 
once a month until September and 
thereafter every two weeks in the 
peak record buying season. This 
new national campaign supplements 
newspaper promotion in coopera- 
tion with local dealers. 

Copy features testimonials 
Helen Hayes, Clare Boothe, Ina 
Claire, Lotte Lehmann and Oscar 
Levant, emphasizing the renowned 
artists and orchestras available ex- 
clusively on Columbia, superior 
technical quality of the Master- 
works record, and new low prices. 

The campaign, which is being 
placed by Benton & Bowles, New 
York, was announced to distribu- 
tors and dealers at regional sales 
meetings, by direct mail and in 
business papers. It rounds out Co- 
lumbia’s advertising program for 
the year which also includes local 
radio sponsorship of the “Master- 
works of Music” recorded program 
over 60 stations; schedules in the 
concert programs of the nation’s 
leading symphony orchestras; and 


from 


New Haven Again 
Tops All Conn. 


Media Records for the year 1940 re- 
ports that The New Haven Register 
again leads all Connecticut news- 
papers in general advertising. More 
national advertisers purchased more 
space in The New Haven Kegister 
because its great test market, “REG- 
ISTER CITY” affords splendid re- 
sults. Would you be interested in 


receiving the colored market bro- 
chure, “REGISTER CITY"? Address 
The New Haven Register, New 
Haven, Connecticut. 
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Included in the expanded campaign for 
Columbia Masterworks records is this 
national magazine copy in which opera 
singer Lotte Lehmann throws—instead of 
gets — the bouquets, this time to the 
CBS subsidiary for its orchestras, ‘'tech- 
nical magic’ and lower classical record 
prices. 


point of sale material on both 
popular and classical records. 


Production Clinic 
To Be Held April 17 


Production will be the theme of 
the eighth advertising and printing 
clinic sponsored by the General 
Printing Ink Corporation. The 
meeting will take place April 17 in 
j}the company’s galleries, 100 Sixth 
avenue, New York. 

Speakers will be Philip A. Brown, 
printing director, Servel, Inc.; Eli 
Gordon, production manager, J. 
Walter Thompson Company; Irving 


B. Simon, assistant production man- | 


ager, Macfadden Publications; 
Harry Wolfe, vice-president, Davis, 
|Delaney & Harrs. 


Joins L & T Art Staff 

John Zwinak has joined the art 
staff of Lord & Thomas, New York. 
He was formerly with Young & 
Rubicam, Good Housekeeping, Ped- 
lar & Ryan, and Ward Wheelock, 
New York. 


Dealer Profit 
Story Told in | 
Ilg Broadside 


Chicago, March 19.—Thirty thou- 
sand appliance dealers and utility 
merchandise departments are cur- 
rently being told, via a broadside, 
that Ilg Electric Ventilating Com- 
pany will use 20 publications this 
year to carry its year ’round venti- 
lation campaign to the trade and 
to consumers. 

On the Ilg schedule are Ameri- 
can Builder, American Exporter, 
Architectural Forum, Architectural 
Record, Domestic Engineering, Elec- 
trical Contracting, Electrical Mer- 
chandising, Electrical World, Fac- 
tory; Heating, Piping and Air Con- | 
ditioning; Heating & Ventilating; | 
Heating, Ventilating, Air Condition- 
ing Guide; Industrial Equipment 
News, MacRae’s Blue Book, Marine 


Engineering, Official Bulletin, Paci- | 


fic Marine Review, Sweet’s Cata- 
log, Thomas’ Register, and Time. 
Selling helps are detailed on two 


catalog pages enclosed with the 
broadside. They include a_ plan 
book, newspaper advertisements, 


sales letters, radio scripts, a finance 
plan, display ideas, promotional cal- 


endar, publicity releases, sales sug- | 


gestions, etc. 


Buys CBS Program 

General Petroleum Company of 
California has purchased the sus- 
taining program, “I Was There,” 
and will release it over the Columbia 
Pacific network beginning April 27. 
The program, which presents people 
who actually saw history-making 
events, last year achieved the high- 
est rating ever earned by a sustain- 
ing show on the Pacific Coast. 
Smith and Drum, Inc., Los Angeles, 
handles the account. 


Adds New Department 


Byron G. Moon Company, New 
York, has started an informative 
labeling department, in charge of 
Genevieve Smith. She was for- 
merly assistant director of mer- 
chandise education at Good House- 
keeping. 


I Hk CAMP 


military or ¢ 


AIGN that succeeds, whether 


ommere ial, is based on de- 


tailed inlormation covering every phase 


OF INFORMATION 
IS MEASURED BY ITS. 


RELIABILITY 


of the objective to be won. When the objective is SALES 


in any of our markets, you can look to us for an intimate 


knowledge of local factors to be considered in planning a 


successtul air-attack. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


CHICAGO NEW YORK 
520 N. Michigan Ave. 341 Madison 
SUPerior 8659 


Ave. 


Murray Hill 9.6084 


DETROIT 
New Center Bldg 
Madison 7889 


ST. LOUIS 
349 Paul Brown Bldg. 
Chestnut 5688 


LOS ANGELES 
Chamber of Comm. Bldg 
Prospect 3584 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 


Getting Personal 

Ray Vir Den, v.p., Lennen & Mitchell, has bought himself a fo jy. | 
story house at 226 E. 62nd street. Mme. Frances Alda, former Me? :o- 
politan Opera singer, used to live there. . . Lord & Thomas’ Chic. go 
office is minus the services of Evelyn Rosier as radio copy chief s_ ce | 
she decided she’d rather marry Grant Strathern... 

Ted Streibert, Mutual v.p. and WOR general manager, and ‘4¢ 
missus, can be addressed at Nassau for the next three weeks. . . Henry 
Robinson Luce, of Time, Life and Fortune fame, was one of e. ht 
journalistic leaders who received honorary degrees at Boston U j- 
versity’s Founders’ Day convocation. . . 

Sears, Roebuck’s advertising department in Fort Lauderdale, | .. 
is going to lose another bachelor. James Robert Hopkins is al! «; 
to marry Mary Elizabeth Summerson, of Great Neck, L. I.. . 
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This happy foursome which vacationed in Hawaii, photographed on ship ju: e 
before sailing on the return voyage, includes Thomas D'A. Brophy, president o! r 
Kenyon & Eckhardt; Mrs. Brophy; Mrs. Roden and Henry W. Roden, president o! ; 
Harold H. Clapp, Inc., and chairman of the board of the Association of Nationa . 
Advertisers. Photo courtesy Honolulu Advertiser. \ 
Mark L. Owens, Jr., of the New York Sun’s classified ad depar' 
ment, will be classified as a husband some time in the near futur u 
His fiancee is Mary Rita Lloyd, of Carteret, N. J... cl 
Among the extra-curricular activities of F. S. Hoy, business ma: F 
ager of the Lewiston, Me., Sun & Journal, is his position as v.p. « 
the governing board of the Central Maine General Hospital. t 
Bob Davis, son of Larry Davis, a.m., Kendall Mills, Walpole, Mass C; 
ends his football and student career at Amherst in June, and wil 
don navy blue almost immediately, having been a member of the nav: re | he 
reserve for some time. His dad will have trouble finding anoth« = 
golf partner who beats him as badly as does son Bob. . . 
Frank Finney is celebrating the 39th anniversary of Street & Fi: 
ney. Julian Street, with whom he founded the agency, has sinc i, 
entered the literary field... The army now includes two members 
Parents’ Magazine’s ad department. Warren C. Wittens was the firs! | 
recruit and was recently joined by Edward C. Warren, metropolit i 


a.m. and also a.m. of Baby Care Manual. . . 

Samuel E. Gill has lighted the first candle on the birthday cake 
his commercial research firm. . . 

That set of golf clubs recently received by John C, Flanagan, W 
consin and Minnesota representative of the American Magazine, v 
remind him for a long time to come of the party given him by 
Chicago friends, including those at his former connection, the West 
sales office of the St. Louis Post-Dispatch. . . 

Maurice H. Needham, pres., Needham, Louis and Brorby, Chic: 
and Mrs. Needham are vacationing in Virginia. Mel Brorby, v.| 
the agency, has been elected president of the Lake Shore Club. . . Leon 
Morgan, v.p., The Buchen Company, Chicago, is Haiti-bound, burdened 
with camera equipment and introductions to Haiti notables, fo 
month’s vacation. . . 

Gordon St. Claire and Ray Washburn, Schwimmer & Scott, Chi: Ps 
think they have solved the economic problem of entertaining cli 
by buying an interest in the Elyse restaurant and cocktail loung: 

Guy P. Gannett, pres., Gannett Publishing Company, publish 
newspapers in Portland, Waterville and Kennebec, has been appo 
first chairman of Maine's division of the New England Flying C 
Committee. He is planning to buy a plane to further his activiti 

William George Bruce, head of the Bruce Publishing Con 
Milwaukee, was honored on his 85th birthday March 16 bs 
employes of his company at a party at the Milwaukee Athletic 
William C. Bruce, editor-in-chief, and Frank Bruce, secy.-trea 
sons, spoke. . . Robert C. Buescher, member of the advertising d 
ment of General Motors Acceptance Corp., Cincinnati, and 
Annette White, also of Cincinnati, will marry on April 18. . 

F. N. Frederickson, mgr., Chicago office of Gasoline Reta 
critically ill in Woodlawn Hospital. 

Roger C. Peace, publisher, News & Piedmont, Greenville, S 
being prominently mentioned as a possible successor to U. S. 5 
James F. Byrnes, Spartansburg, if the latter is named to the Si 
Court. Executives are severely competing with the pro 
department at John Falkner Arndt & Co., Philadelphia, the 
group recently having accounted for two new babies in the f: 

a girl, Mary Drew, to S. S. Preston, Jr., and a boy, Thomas Rh 
Robert M. Oliver, all within 48 hours. . . 

The wives of Poor Richard Club members at Philadelphia t it 
their husbands had suddenly gone “good time Charlies” M 1 
when they all arrived home with large boxes of flowers, 
gratis at the club’s annual flower show luncheon. . . Barbara Bennett 
member of the copy staff at Gray and Rogers agency, Phila 
spent an entire day helping to dig her way a quarter n 
her suburban home to the nearest cleared road during th« 
blizzard. She arrived at the office just in time to turn aro! 


battle her way home through the tail-end of the storm. . 


x, _ 
a Four Guest Now 
z a + : Cohwtia. Falasian 
UE y “ = fs SS 
3 a a < a. _ 
4 - . in f ; = ~~ Aa 
oe 2 fpby < 
hike ae iw = 
4 a le PI rs XX —— 
4} = ae | % 
=. . a 
a ne 
| ee 
wal? po a 
. * Tt 
i a 
- ———————— 
1s aR — iy 
a ea " > . <> — 
Me, > 
gan SY, ’ 
5 ‘a - 220, 
he ae N r . cb : dg ‘ 
5 om, Xo | 
head ; , — | ~aZs 
a | wy Y Ad 2) . 
ce rh : —* H 
PS v7, = yey — ¥ 
ae YG an 44 
é : : 7 Ay fe ~ : =o } 
- oy Pee een ; +s. r 
| ‘ 7. ne 
ue 
7 ee | | 
— | 
eee ee 
‘ | 
: = 
(ae s 
Oe IR Me ae carer oe i PR a at oe oe TM sg re Se oe ee RR ee “a 


el 


March 24, 1941 ADVERTISING AGE 29 
——— = 
; . 7 - ; 7 - 
: Stringer, NAB promotion manager 1941 NEWSPAPER ADVERTISING AT A GLANCE “U.S. Week” Published 
uc romo ion who is in charge of arrangements i. nie iene i aed = 
F REESE: se ie new agazine ¢ ews a 
for the ee, hopes to make © GAIN AND LOSS PERCENTACES - S2 CITIES opinion, U. S. Week, appeared 
it 100 per cent with the governors © March 15 under editorship of Doris 
Centers roun before the deadline is reached. A FEBRUARY 1941 - 1940 Loss GAIN Berger, daughter of the late Con- 
prominent broadcaster in each state CLASSIFICATIONS » -20 10 9 i) 20 30 gressman Victor L. Berger, and 
. 8 was named to approach the gov- crate. 1 supported by the William E. Dodd 
eraser Foundation in memory of the late 
a 10 ovin a ° we = = ambassador. The magazine, pub- 
NAB member stations have ob- AuTOMOT ive 24.3 lished at 623 N. Second street, Mil- 
- f a tained more than 1,000,000 color slasmeacities po aa waukee, carries no advertising and 
9% ‘. ° Nation Ss Sta- leaflets from the headquarters of- nguedbanaianel ps 5 is sold only by mail subscription. 
fice. Outlets are distributing these et te — iaiatateaiiine 
tions to Change Fre- in: variety of ways, some getting ahacoyeon 4 Gas Dealers Draw Fi 
quencies March 29 Boy Scouts to make house-to-house —— Ss Vediers ; raw fire 
deliveries. Telephone and power JANUARY | - FEBRUARY 28, 1941 - 1940 _ At the request of the Retail Gaso- 
Wo-hington, D. C., March 18.—If Companies are distributing envelop : “4 — a con 
| sanbede to te 6 -y be- | Stuffers with bills. Revare 2.2 ~ yee nas been offered in the 
there anybody in the country be : : state senate prohibiting the grant 
-garten ; : - Even milk bottles will be pressed Gruen, “2.9 -_ pe sapere 6 he sranung 
yone ndergarten age who does not | - service ~arry "es “s AUTOMOTIVE 10.3 a of concessions in the retail sale of 
learn by March 29 that that day is !mto service to carry the realloca- Ft ' , gasoline. Premiums, rebates, dis- 
“Ra Movin’ Day,” it won't be be- tion message; many stations have | et . L counts, allowances, concessions, 
cause the National Association of arranged with local dairies to at- saci as prizes or other benefits would be 
Broadcasters and practically every | tach a collar to each bottle of milk i ea oe - banned, under penalty of possible 
station in the land have not used delivered on March 29. Hundreds DEPARTMENT Stores 13 fines and jail terms. 
every possible means to inform the of pages of newspaper advertising 
rj a0 e “hj -0 -20 10 0 10 ») 30 
public about the change in dial set- will be placed to herald the shift. 
ting “Radio Rallies” are being held in Cassar was a 


At 3 a.m., March 29, 90 per cent 


of the nation’s stations will move 
to new spots on the dial. Reallo- 
cation on that day, as ordered by 
the Federal Communications Com- 
mission, will cap three years of 


planning on the part of five govern- 
ment Preliminary arrangements 
began in December, 1937, at the Ha- 
vana Conference, attended by dele- 
gates from the United States, Can- 
ada, Mexico, Cuba and Haiti. All 
are affected by the reallocation. 
‘laborate plans have been made 


to inform the public of the new era. 
Almost every conceivable form of 
advertising will be used to spread 
the story. The cooperation of gov- 
ernors and mayors has been en- 
listed, and there will be many offi- 
cial proclamations designating 
March 29 as “Radio Movin’ Day.” 


Expect Governmental Action 


Even the 10 per cent of the sta- 
tions whose dial locations will not 
change are joining in the ballyhoo, 
teners will be expecting to 
find their favorite stations at a new 
spot and will have to be advised to 
the contrary when such is not the 


nee li 


Proclamations from 43 governors 
have been promised, and Arthur 


numerous cities, with local stations 
playing host to radio 
whose task it will be to adjust more 
than 10,000,000 push-button receiv- 
ers. 
for reallocations are explained so 
that repair men can answer ques- 
tions intelligently. 

The networks are planning spe- 
cial programs to explain realloca- 
tion. NAB stations have been pro- 


servicemen | 


| 


At these meetings, the reasons | 


vided with scripts for special local | 


shows, as well as a variety of an- 


nouncements. NAB even got Broad- | 


cast Music, Inc., to turn out a spe- 
cial tune for the occasion, with 
blank spaces for the insertion of 
station call letters and wave length. 
Several stations have recorded this 
song and will broadcast it daily. 

It is expected that 
will benefit from “Movin’ Day.” The 


advertisers 


aggregate air audience should be in- | 


creased by the change, because re- 
allocation will reduce interference, 
because many power increases re- 
cently granted by the FCC take ef- 
fect that day, because the stimula- 


tion to radio service men will result | 


in the repairing of many sets now 
in disuse, and because the attention 
of practically the entire population 
will be called to radio, in one man- 
ner or another. 


Hardware store sales for the 16 Southern and South- 


je, = stern states in 1939 were substantially ahead of those 


vures, 


1 ‘“ ” e . : ° . 
the “peak” year of 1929, according to U. S. Census 
"he remainder of the country showed a de- , 


ase for the same 10-year period. 


\lso, the average southern hardware retailer has much 


iter buying power. 


For the vear 1939, the census 


ires reveal, his sales were nearly 50° greater than 
rage hardware store volume for other sections of the 


! try ‘ 


‘eres your profitable hardware market 


a territory 


cre larger stores with more diversified stocks serve 


er trade areas, where the 


“independents” are less 


cted by chain store competition, where tremendous 
‘trial and economic development is reflected in pro- 


SOL THERN 


tically every 


Southern hardware 


‘ive hardware stores with important buying power. 


HARDWARE reaches _ prae- 


jobber and 


the large majority of all the retail hardware 


outlets over the 16 Southern states. 


It offers 


the only adequate coverage of the hardware 


trade of the South 
hardware store circulation than that of any so- 
called national hardware publication. It’s your 
logical medium for selling the South! 


with far greater Southern 


GRANT BUILDING. ATLANTA. GEORGIA } 
NICAL SOUTH © SOUTHERN POWER AND InOUSTRY © SOUTHERN AUTOMOTIVE JOURNA 


HARDWARE. 


Media Records’ chart revealing newspaper advertising records for February, 1941, 
and the Jan. |—Feb. 28 period, as compared with last year. 


Offers Mail Course 

A course in direct mail advertis- 
ing to be conducted by Henry Hoke 
will start March 20, at 17 E. 42nd 
street, New York. Criticism, an- 
alysis and revision of actual pieces 
produced by members of the class 
will be emphasized. 


Gordon to Columbus 


William S. Gordon, formerly Bal- 
timore - Washington representative 
of the Western Newspaper Union, 
has been appointed manager of the 


Columbus branch, succeeding 
Homer Bunce, who was transferred 
to Baltimore. 


Way back in 60 B. C. he advertised 
doings of the Roman senate en 
specially constructed bulletin boards. 
He would have thrilled at today’s 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.85S7 + HEM.22I1. 


Portrait of aGOOD Newspaper 


 Portland’s Afternoon N 


PORTLAND, OREGON 


ge os hy 


in its readers and is interested in 
the activity of its advertisers... 
The Journal is a good newspaper. 
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ADVERTISING AGE 


March 24, 194) 


MARCH LINAGE OF CANADIAN MAGAZINES 


c——1941—_ ——— 19 40-_——~ 
Pages Lines Pages Lines 

Maclean's 0.0 34,979 95.0 38,520 
Mayfair 41 27,784 49.7 33,388 
Canadian Home Journa 5.2 24,623 47.0 $1,607 
Canadian Ho: & tiarder 41.7 21,320 4.2 22,963 
Chatelaine e 29.4 20,598 i 26,694 
National Home Monthl) 0 15,707 31.0 21,749 
TLiberty Sea 29 + 567 0.9 8.946 

Total Group 154,578 ° 183,867 

Display, Including Poultry and Livestock, in Casati warm Papers 

tFree Press Prairie Farmer . 37.4 f1,1% 33.7 37,024 
Family Herald & Weekly Star 

TEastern Edition 8.0 37,994 41.9 41,913 

TWestern Edition 3.7 33,711 i4 34,502 
t*Farmers Advocate & Home Maxrazine 2.0 22,395 9.0 20,313 
Country Guide & Nor’-West Farmer: 24.2 17,408 27.5 19,818 
a*Canadian Countryman 26.7 18,71 6.6 18,647 
Farmers Magazine 26.2 18,326 1.0 21,680 
*Farm & Ranch Keview 10.5 7 1 11.0 7,929 

Total Group 197,210 01,826 

*—Supplied by Publishers’ Informatio Bureau, Inc 

*+—Semi-monthly; both issues included 

+ 


j—Weekly February linage 


a—Bi-weekly. 


Editors to Convene 

The second annual convention of | 
the American Association of Indus- | 
trial Editors will be held at Hotel 
Warwick, Philadelphia, May 5-7. 


LAYOUTS 
LETTERING 
ILLUSTRATING 
| RETOUCHING 


STRIBLING 


Chicage, Hit. 


Joins Garfinkel 


Dorothy Freeman, formerly pro- 
duction manager of Lord & Thomas, 
has been named to a similar post 
with the Sidney Garfinkel Adver- 
tising agency, Los Angeles. She re- 
places Leo Coutt, who has been 
called to army duty. 


“Record” Becomes Daily 


The Record, Statesville, N. C., 
published semi-weekly during re- 
cent years, has entered the daily 
field and is being published five 
times a week. 


We are referring to bonus coverage re- 
ceived by KXOK advertisers which is 
shown in gray on the accompanying map. 
The ‘primary area alone, which is shown 
in white, comprises 95 counties with an 
estimated population of 3,531,700. In a 
recent offer by a KXOK advertiser—in ad- 
dition to heavy returns received from the 
primary area, KXOK listeners wrote in 
from the counties shown in gray. In all, 
seventeen states were heard from on this 
particular offer. Advertisers interested in 
knowing first hand how KXOK's signal 
gets around are welcome to make a sim- 
ilar test to that described. 


*Daytime pattern 


KXOK 


NBC BASIC BLUE STATION - ST. LOUIS, MO. 
630 xc. 5000 warts pay anv nicat 


Affiliated with KFRU. Columbia Missouri 

Nationally represented by Weed and Company 

New York Chicago. Detroit and San Francisco 
OWNED AND OPERATED BY THE ST. LOUIS STAR-TIMES 
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HORLICKS ATTACKS SLEEP PROBLEM IN ENGLISH COPY 


Beating the Barrage 


. eep edt 


8. When ory danghier 
saw me, she 


sleep, | suppes 
slept bus my 


t 
help mua get ach inte the ts1 Group. 


Which Sleep Group 
are you in? 

Ss‘ TENTISTS divide us into 5 Sleep 
~ Groups. The 9rd Group are wahe- 


winter of war in your mride 


before the war, From 2/-, 
and groers 


HORLICKS 


a che 


7. I've been tahung | ts eve wince ond 

thanh @ Jn Im mg the right 
iad of sleep. 5 i'm pur lot agai 
¢ » aiff 


an 


47 HAPPENED 
é ee 4 NIGHT” 


ee. Up wed hawe v0 get and re 
deer amd wt around wll the All hear. 


That wght and corr ame Vee had « lovely 
cup of hot Horichs, What a differences om the 
way | feel when | waken up—end ali day long 


THERE ARE 
THREE SLEEP GROUPS 


Ss IENTISTS divide us into rst, and 
and yd Group Sleepers. The lent 
group are wakeful 


chow o wer ‘ Ye ner 
seep goog wnless you get 411 Group Sleep” sha 


coh unl de ahaed om v0 take How 


can't get two sheep. 
Group No. 2 may sleep § or 9 hours, yet 
wake sul tired. Group 1 sleepers get the 
deep, refreshing sleep we must have to 
beep goung. The great value of Horlicks 
is that it helps you to get tu Group 
Sleep Start taking Horlicks to might and 
see how it helps you to take the second 
year of war im your stnde Prices as 
At chemusts 


y : from 2 


Sens... 


HAT 1S SLEEP? For centuries, hundreds of 
scientists and medical men have investigated the 
cause of sleep. with the result that many different 
theories have been put forward 
Some of the more popular ones are 
an accumulation of 
fatigue poisons in 


(1) that sleep is due to 


PPP oD 


the blood ; (2) that it 

is brought on lack 

of blood in the. ‘brain What ix sleep? Can you cut 

(3) that it is associated 

with theglands .(4)that down your hours of sleep without 

~ t ‘ ‘ 

Sate eelaaation"" $ injory te health ? te day sleep as 

The fa ie that 


valuable as night sleep? 
These and other questions, of 
vital interest to us all today, are 


ompletely satis 
factory 


discussed bere. 
LL we know 
for certain 
about sleep eeeeee eeeeee 
isthat when a person 
is asleep, his blood pressure is experience, the deeper we lie in 
lower his Bigestive, functions the « of sleep, the more re 
are less active, his body tempera freshed we are when we om 
ure falls, be breathes yA- deeply Up. Whereas, if we lie on the sur 
and & re { sleep .a waken unre 
That isa ¢ yn riptio 1 of the body freshed. and a ter ean able to cope with 
during sleep A description of the 2 
working of the nervous system is One n which the investi 
less easy gators have agreed ts that it is the 
quality of sleep t the quantit 
that nts 
Some pe k perfectly fresh 
HE fact, for instance. ana tee! =p! edi + at aithoust 
that a mother can their sleep have been 
sleep through thunder i They are the people wt 
or the roar of passing trains h restful, refreshing is 
but wake at a whimper from weep . 
shows that, even 4 empirica ase ae — 
th < 4 a tion) it is ” 
he mind is wakef ~ ve 
co to slee € quick nd 
¢ = ® cep goor ¥. quietly, restf * 
4 ft on hat waken completely ire 
wane when peaked having had is 


t Group Sleep 


*. even though 
deeply not 


nd 
sleeping 
y 


we are 
hallow! y 

OU will find that you 
Oe get that kind of sleep 
lifferent levels at which we ma if you take a cup of 
sleep. And as we all know from thing at 


hot Horlicks last 
n 


H ke veto we 
t orping in and get ist 
Group Slee 


ted her as a national pet. She's had 


“Hs 
x 


=p 


THERE ARE 
THREE SLEEP GROUPS 
S' TENTISTS divide us into ret, and 
and wd Group Sleepers. The text 
group are wakeful, can't get to sleep 
' 2 may shee 


p 8 of g hours, yer 
J 


Six two-column advertisements for Horlicks which appeared in London papers, the work of the London office of J. Walter 
They are noteworthy for their straightforward discussion of a problem which many consider the most 


Thompson Company. 


The True 


Importance of 


SLEEP 


SLEEP ROBBERS 
ARE ACTIVE 
BUT YOU CAN 
BEAT THEM! 


VERvouS knows Napx 


*P 
man He 


poraries have re 


we all do the 
? What do we know 
about sleep ? 


E KNOW 
that sleep is more 
necessary than food 
A man can live more 
than a month without 


food and 


Sw cad the rtgns * 
bird sleep on the wing Even in 
intense pain, people sieep 


A BSOLUTE insomnia 


is experienc ed only by people 


in extraordinary situations 
Long-distance fiye f exam 
saifer It for a short period and hd 
t thetr greates 

fi 


xpe 
awe ee than any 
ly under 
sctive wae that 


ancient ure which cor 
forcibly keepir < & person 


. 
VEN the or 


wakefulness that we 
somnia. is torture ¢ 
ord 


mmon 

einen ¢ was in the qu 

their sleep. The 4 hours 

Napoleon and the other 
dee 


men was 


and a fearful of what 
may bi 


INCE steep ar e 
lack of it, are mat { 


greater importance tx oda 
ever bef 
bin dof sleep How t« 


e question 


he 
trying t see y ' brow 
Actually, however. the 
for most of us ts not » 
xd © 


tonigh 


‘NIGHT CLUB’ RAIDED! 


| put our savings into @ tobacconmst 
meu. And by way of war sernce | became 
o Warden 


the 
and he to me t 
heiped bam # 0 get 


sper resif sleep 


2 parting 


« J even wahenrd ved f war jump ond 
de te 


© Sol marted on Hortich: he 
first come om weeks 1 hnew the wonder 


Jee ed of wokerg op afer a od 
ars sleep. Tt was deep sien felt 
led” om body and mund 

THERE ARE 
THREE SLEEP GRovuPs 
EOPLE belong to one of - 


HORLICK> 


serious facing the civilian population of England—that of loss of sleep. 


——— 
hd Frank Seldon of Hamilton, Ont., : . . ‘ 
Outline Plans was appointed chairman of the Distributors Ask Righ' 
for Affiliation | Affiliation’s international good will to Dispense Wines “ 
committee. At the reorganization Three bills — to pry & 
. of the Affiliation last year, it was|OoOpening in Pennsylvania qu 
Meeting May 2-3 ‘voted to admit members at large |Monopoly by taking the — 
Niagara Falls, Ont., March 20— |from districts where no clubs are seagate yor B png 9 bee 
Plans for the annual convention of | in operation, and also to give these | qi-triputors, have been in! oduce 
the International Affiliation of Sales | members ‘representation on the|in the state house of rep sent 
and Advertising Clubs, May 2-3, in | board of directors tives. 
Toronto, were laid at a convention Al G. Moore, advertising man-| The measures are spon ed 
preview meeting of representatives | 4ger, General Railway Signal Com-|the Malt Beverage Assoc ao 
of a dozen clubs in the King Ed- | Pany, Rochester, was elected to the| Pennsylvania. Fortified wi 
ward Hotel here. | board for United States members at | which i mee be = nnsyl- 
Representatives from the Toronto | large, and Carl C. Manore, Canadian | revs A i peed a pr ent 


Advertising and Sales Club, which 
will be the host club, 
clubs in Cleveland, Erie, James- 
town, Hamilton, London, Pittsburgh, 
Syracuse and other cities identified 
with the Affiliation attended. How- 
ard Mark, circulation manager of 
the Toronto Globe & Mail, is gen- 
eral chairman of the convention, 
and John Doherty, advertising man- 
ager of the Imperial Oil Company 
and president of the Toronto club, 
is honorary chairman. 


and from | 


Observer, Sarnia, was named to 
represent Canadian members. 


Issues Uniform iform Rate ard 


Among newly formed groups | 
represented at the meeting were | | The Daily Le ms a » od 
the Adcraft Forum, Buffalo, the | aes meee wae 7 ciate | lies ¢ 
Medina, N. Y., Advertising Club| 51) display advertising, b 2 1 
and the Advertising and Sales Club, | and national, with a rem!’ ier © 
Jamestown, N. Y. \it is “for any and all adv rts’™ 
— 


TORONTO 
MONTREAL 


WINNIPEG 
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Howard Lindsay, star of the Broadway hit, "Life with Father,” signs on the 
dotted line, at the behest of J. A. Miller, advertising manager, Standard Oil He 
Company of New Jersey, while Mother,” Dorothy Stickney, looks on. 
was enacted before an Esso oil burner sales meeting as a prelude to a newspaper 


and radio campaign featuring 


"FATHER" SIGNS FOR 


ADVERTISING AGE 


ESSO OIL BURNER 


ance of some brand names in Eng- 
land, Mr. Weddell took the refining 
industry as a case in point. When 
the war crisis developed, petroleum 
leaders got together on their own 
| initiative and formed a “petrol pool” 
|}to market one common brand of 
gasoline. These men agreed to for- 
bid advertising of brand names. 
This decision was later lamented, 
according to Mr. Weddell, for oil 
companies now see that the accept- 
ance built up by years and millions 
of dollars worth of advertising will 
be lost. Had advertising men been 
consulted before the pool was or- 
ganized, the ban against advertising 
would not have been enacted. 
Although generally shying away 
from predicting what the defense 
economy in this country is going to 
mean to advertising, Mr. Weddell 
indicated that some readjustment 
may be necessary. He urged agency 
men to discard the “business-as- 
usual” theory, and begin to plan 
for steps that may become neces- 
sary later. 
suggested that thought be 
devoted to what productive use can 
be made of defense plants after the 
current emergency is over, and 


Scene 


highlights of the popular play. 


Advertising Helps 
British Morale, 
Says Agency Man 


Washington, D. C., March 19.— 
Advertising placed by various agen- 
cies of the British government as 
part of its war effort was credited 


here by Justin R. Weddell, former | 


managing dwector of N. W. Ayer 
& Son, Ltd., of Great Britain, with 
playing an important part in lifting 
the morale of the English people. 
Mr. Weddell spoke before’ the 
Washington Advertising Club. 

Mr. Weddell, who was in London 
for 10 years before his return last 
October and is now a member of 
Ayer’s executive staff in New York, 
declared that this paid copy of sev- 
eral government ministries accom- 
plished a task which could not have 
been performed in any other way. 

Government advertising in news- 
papers assumes many forms, includ- 
ing copy explaining food rationing 
and information on such subjects as 


(tere (eo 


To cover this prosperous 


American Market, USE— 
Puerto Rico 


ILUSTRADO 


Most rr, rated Weekly 


|its promotion 


urged product research leading to 
new products which may be ex- 
jpected to take up the economic 
slack after the war. 


how to cross the street during a 
blackout and what air raid precau- 
tions to take. The British govern- 
ment adopted the policy of placing 


730 Newspapers, 
‘Radio and Outdoor 
for Royal Crown | 


New York, March 18.—Insertions 
in more than 750 newspapers and a | 
tie-in with “Meet John Doe,” War- 
ner Bros. picture, will feature the 
1941 campaign for Royal Crown 
Cola by Nehi Corporation, 
lumbus, Ga. 

Plans call for two complete news- 
paper campaigns, each 


ment spotlighting a Hollywood star | 


who has participated in taste tests 
of leading cola drinks. One cam- 
|}paign will consist of 500-line in- 
sertions, the other will be comic 


|man’s Day 


Circle, Good Housekeeping, Wo- 
and business papers. 
Batten, Barton, Durstine & Osborn 
is the agency. 


FCC Permit to Rintoul 


The Federal Communications 
Commission has authorized Stephen 


|R. Rintoul to construct a radio sta- 


tion at Stamford, Conn., to operate 
on 1370 kilocycles with 250 watts 


Co- | power, unlimited time. 


eat. Fish to “Cosmopolitan” 


Paul Fish, formerly on the staff 
of The American Weekly, Detroit, 
|has been appointed manager of the 
Detroit office of Cosmopolitan. 


strip copy of 5 columns by 35 lines, | 
|with the final panel devoted to ne | SEED INDUSTRY PROSPERS 


Hollywood taste tests. 
\of “Meet John Doe,” the picture's 
star, Barbara Stanwyck, will be 
featured On 24-sheet posters in 1,500 
communities. Other movie stars 
and their statements about Royal 
Crown will also appear in outdoor 
locations. 

Five-minute spot radio programs, 
featuring Howard and Shelton, will 
be used three and five times weekly 
over 292 stations. The campaign 
includes schedules in Family 


also 


| Simultaneously with the showing | 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its ooverage of wholesalers and re- 
tailers who sell seed and other horticultural 
}and agricultural items to 41,000,000 farmer 
j} and suburbanite customers. 


We will gladly give you an anabysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


through advertising 


agencies and has continued that 


practice. | 


Business Hard Hit 


Mr. Weddell said that 


|cent cancellations of all business on | ed 
Sept. 4, 1939, the day after war was = 
| declared. After two weeks, busi- | . 
ness was up to 20 per cent of the | 
former volume, and eventually it 
climbed to between 30 and 40 per 
cent. 

Most agencies, including Ayer, 
moved headquarters out of London 
when the aerial blitzkrieg began. 
The Ayer staff, reduced to about 15 
people, took up offices in a hotel, 
the government having taken over 
its old quarters. All work stopped 
|'when a raid warning sounded, as 
employes took refuge in a shelter. 

With as many as five raid warn- 
ings a day, the agency found it 
impossible to get even its limited 
amount of work done because of 
fer constant interruptions. Hence, 
arrangements were made with the 
hotel to take over a safe room near 
ithe ground, for use during raids. 
When the warning sounded, stenog- 
raphers picked up their typewriters, 
artists their drawing boards, ac- 
countants their comptometers, and 
all descended to the haven. There, 
with the entire agency staff seated 


around a single round table, the | 

work of the agency proceeded. mportant 
Only when circumstances dic- | 

tated a change did agency execu- | 

tives realize that business could be @ A few years ago, Mr. and 

carried on without all the modern Mrs. Herman Gerdes were 


trappings usually found in offices- poverty - stricken  sharecrop- 
P | ors ’ ys ‘ - , 

with all employes gathered around | pers, living in a tumble-down 

| two-room cabin near Lafe, Ark. 


a single table. & = 
Commenting upon the disappear- They eked out a pitiful exist- 
ence growing cotton on an- 


other man’s wornout land for a 


CONTEST SPONSORS— 


share of the proceeds. When 


they had married in 1934, they 
had $25.19 to start housekeep- 
ing. 


INTELLI 


The 


PLAY SAFE WITH PUBLIC CONFIDENCE BY | 
HAVING YOUR CONTEST ENTRIES JUDGED— ] 


HONESTLY — 


IMPARTIALLY— 
CONTEST CORPORATION of AMERICA 


“Official Judging Organization of Contestdom” 
635 No. Pennsylvania Street 
INDIANAPOLIS, 


a 


ost complete contest promotion and judging service in 
the United States 


RATES AND DETAILS ON REQUEST 


@ In 1936 they enrolled in The 
Commercial Appeal’s Plant-to- 
Prosper competition to follow 
its gospel of farm diversifica- 
tion and self-sufficiency. In 
addition to cotton, they grew 
feedstuffs, vegetables; they 
canned foods and meats for 
winter use; they raised live- 
stock and poultry; they started 
a plan of soil-rebuilding. They 
| built a new home and farm 


GENTLY — 


buildings with their own hands 


@ Today this couple, who start- 
ed married life in a _ tenant 
cabin six years ago, own their 
80-acre farm and all that goes 


INDIANA 


te 


Dramatic Story of America’s Most 


Self-Help Farm 


with it, entirely debt-free. They 


have five sources of income 
from livestock, five sources of 
income from field crops. They 
have money in the bank. 


@ They are the winners of The 
Commercial! Appeal’s 1940 
Plant-to-Prosper Award. But 
their remarkable saga of self- 
help is not an isolated case. 
Rather, it is typical of what 
this program, originated and 
sponsored by The Commercial 
Appeal, has inspired the South- 
ern farmer to accomplish. 


GUM MERCIAL WPDEAL 


MEMPHIS, TENN. 


Ss gheoete ce Na 


om 
+ | 


ac orewer_oa toon They Planted and TheysProspered © 


@ 41,239 families—both white 
and negro; both sharecropper 
and owner—participated in The 
Commercial Appeal’s 1940 com- 
petition. They changed their 
entire way of living. Instead of 
raising cotton only as they had 
always done, they practiced di- 
versification. They practiced 
soil-rebuilding and all-around 
home improvement. Thru Plant- 
to-Prosper they learned com- 
plete self-sufficiency, economic 
independence. 


@ Small wonder that agricul- 
tural leaders everywhere term 
it America’s most important 
self-help farm program. The 
U. S. Department of Agricul- 
ture is adopting part of The 
Commercial Appeal program 
for the entire South. Agrono- 
mists thruout the world—in 
Spain, Australia, South Africa, 
Hungary—are studying its ap- 


plication to their one-crop 
farms. 

@ This far-reaching program 
which is improving the well- 


being, the very life of a whole 
section of America, is but an- 
other reason for The Commer- 
cial Appeal’s tremendous influ- 
ence — tremendous reader in- 
fluence — tremendous advertis- 
ing influence. 


The Com al Ar 1 and The 
S ir are t great 

s Iloward ne ery 
Memphis. Represe it he 
Nationa Advertising Department 
of Seripps-Howard Newspapers 
230 Park Ave.. New York. Also 
in ¢ Detroit, Philadelphia 
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March 24, 194) 


Sale of Vitamins 
Helps Merck to 
Hit Income Peak 


Rahway, N. J., March 19.—Merck 
& Co., Inc., has decided to build a 
new plant in Virginia, within the 
defense area suggested by the fed- 
eral government, for the manufac- 
ture of more vitamins and expan- 
sion of other operations which sent 
the company’s 1940 sales and con- 
sOlidated net income to record 
heights. 

The new plant, according to the 
annual report issued to stockhold- 
ers, will be constructed about three 


miles south of Elkton, Va. Impor- 
tance of its location was stressed 
“because some of the _ products 


which will be manufactured at the 
plant are related to the defense 
program for medicinal and health 
requirements.” 

Merck, the report goes on to say, 
has taken a primary position in de- 
velopment of synthetic vitamins and 
the new chemotherapeutic 
pounds of the Sulfonamide group. 
“An important part of our vitamin 


UR 
‘FREE BOOKLET — 
ON THE USES ~ 
OF PHOTOSTATS 


RAPID COPY SERVICE CO. 
e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. .. CLEVELAND 


com- | 


AMERICA FIRST 


The Chronicle ===) 


4 
~_—<. ne rte 


The Chicago Tribune Newspaper Adver- 
tising Service will issue a six-page ad 
section developed around Americanism 
trends in merchandising, as a supplement 
to its regular April edition. The promo- 
tion is built around ‘America First 
Week," April 12-19, and will stress that 


| America is first in manufacture, promo- 


tion and sales of countless items. The 
first page of the section is shown here. 


production is now devoted to the 
food industry. It is expected that 
the demand will be further in- 
creased by the program to enrich 


| flour with vitamins, which has been 


amounted to about 2.5 per cent of 


the total. 


The planned Merck expansion 


will be financed by sale of new 
common stock, subject to approval 
at a stockholders’ special meeting 
March 28. 


NDP LAYS CARDS ON 
TABLE IN ANNUAL REPORT 
New York, March 19.—Few de- 
vices are overlooked by National 
Dairy Products Corporation in 
|clarifying company operations for 
stockholders in its annual 
Replete with pictorial graphs, pho- 
|tographs and beautiful color prints 
of company products, the booklet 
tells how $11,094,406 was earned in 


1940 from sales of $347,410,000, 
|compared with the larger net of 
| $12,494,803 in 1939 on _ smaller 


sales of $320,657,000. 
In a breakdown of sales, 
and profits, company 


costs 
advertising 


/expenditures, including newspapers, | 


magazines, radio 
| etc., 
/1940 or 2.7 per cent of sales, com- 
| pared with $9,201,000 or 2.9 per cent 
of sales, in 1939. The Kraft di- 
vision of the corporation ‘expects 
to place considerable promotional 
effort behind new varieties of do- 
mestic natural cheese,” says the 
report, due to the “almost complete 
stoppage of imports of foreign-type 
| cheeses due to the war.” 


store windows, 


worked out by the National Defense | 


Council, the United States Public 
Health Service, the Food and Drug 
Administration, and the Millers’ 
National Federation.” 


Income at High Point 


Consolidated net income of $2,- 
463,683, largest in the company’s 
history, was reported for 1940, along 
with record sales of $23,766,375; as 
compared with net income of $1,- 
856,830 and sales of $20,060,958 in 
1939. Income last year was equal, 
after all charges, to $53.19 per share 
on preferred stock and $7.28 on the 
common, while the 1939 equivalent 
on the common was $5.26. Sales to 
the federal government during 1940 


LE TOURNEAU REPORT 
STRIKES UNUSUAL NOTE 

Peoria, Ill., March 19.—The stock- 
holder getting the 1940 annual re- 
port of R. G. LeTourneau, Inc., 
maker of heavy grading equipment, 
will be impressed first off by the 
silver cover, which, George C. Mc- 
Nutt, advertising manager, explains, 
“was printed by letterpress, using 
a solid plate for the silver ink, then 
overprinting with a black halftone, 
made from a welded steel plate.” 
The company’s net profit in 1940 
was $1,858,229, compared with $1,- 
816,471 in 1939. 

Thorough use is made of pictorial 
graphs, tables and pictures to clarify 
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"VITA-MIN" MILK 


Science Creates 90 LU ZIP/ 
New Kind of Milk Super-Charged with Vitamins 
For Extra Vim and Vigor... Top-Peak Vitality 
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Needed Vitamins in 
Every Pint! 
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Full-page newspaper copy in the San 
Francisco Bay area describes this new 
kind of milk, "super-charged" with vita- 
| mins by the Golden State Company, Ltd. 


“you get a day's bountiful supply of 
your most-needed vitamins.” 


the report on company operations. 


|ings for the year ending 
1940 of $1,576,994, compare 


$1,583,177 for 1939. Total 


/1940 were $29,231,608, cor 
| with $24,782,383 for 1939. 
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Another booklet, prepared for tp, 


“Jewel Family,” 


makes use of th, 
company publication for M: 


h 3 
“The Jewel,” to tell employes bo), 
company operations, empho <izin, 


the employes’ place in the picture 


'Loose-Wiles Biscuit 


Net income for 1940 was §$ 


805, compared with $1,084,065 {o, 


Simmons Co. 


1939. 

. McGraw Electric 
| Net earnings for 1940 wer §). 
454,933, compared with $1,4 3.199 
for 1939. 


Net income for the year © ding 


ceding year. 


‘United Aircraft 


In one pint of such milk, it is asserted, | 


An individual touch in the booklet | 


is a personal message from Presi- 
dent LeTourneau which reveals a 
, deeply religious bent. 


‘DRESSER MFG. CO. 
‘DRESSES UP REPORT 


Bradford, Pa., March 19.—One of | 


the most elaborately prepared re- 
ports issued to stockholders this 
year is that of Dresser Mfg. Com- 
pany which, besides making use of 
many photographs, graphs and 
maps to illustrate its operations, is 
a particularly fine printing job on 
high grade paper and with a cover 
that is both simple and attractive. 
The company, whose products are 
largely used in heavy industry, 
earned $1,196,683 in 1940, compared 
with $765,612 in 1939. 


J. C. PENNEY SALES UP, 
NET PROFIT DECLINES 

New York, March 19.—Net earn- 
ings of J. C. Penney Company for 
1940 were $16,230,609 on sales of 
$304,539,325, compared with a net 
in 1939 of $16,481,214 on sales of 
$282,133,934. The total number of 
stores in operation at the end of 
1940 was 1,586, compared with 1,554 
at the end of 1939. 


MONSANTO MAINTAINS 
REPORT STANDARD 

St. Louis, March 19.—The 
standard of Monsanto Chemical 
Company’s annual reports of pre- 
vious years is maintained this year 
with a booklet which is notable for 
its clarity, simplicity, arrangement, 


| 


high 


illustration and high quality of 
printing. An embossed cover in 
blue and white encloses compre- 


hensive contents which reveal a net 
income of $5,519,289 for 1940 com- 
pared with $5,226,891 for 1939. The 
net sales and net earnings are given 
by quarters with percentages of in- 
crease and decrease indicated. A 
brief highlight of the report is given 
for those who want it in a hurry. 
A table shows the relative sales im- 
portance of various products for 
1940 and 1939. A graph shows the 
trend of sales since 1930 compared 
with an index of business activity. 


NATIONAL GYPSUM 
MAKES TWO REPORTS 

Buffalo, March 19. — National 
Gypsum Company is using two re- 
ports this year to tell stockholders 
of the company’s condition, one of 
them devoted to the financial end, 
revealing that net earnings in 1940 
were $1,565,196, compared with $1,- 
455,237 for 1939. 

The other booklet, larger and 
with many illustrations, has a 
three-color cover showing the loca- 
tion of company plants. A chapter 
on sales expansion tells in word 
and picture how the company is 
developing its market with seasoned 
representatives. 


JEWEL TEA COMPANY 
RELEASES TWO REPORTS 
Chicago, March 19.—Jewel Tea 
Company is using two books to tell 
its annual story of operations, one, 
to stockholders, revealing net earn- 


Net earnings for 1940 were 
| 139,983, 


for 1939. 
Crosley Corp. 


| Dec. 31, 1940 was $2,702,298, -om. 
| pared with $2,446,681 for the 


pre. 


313. 


compared with $9,3" 5,43¢ 


Net loss for 1940 was $1,58) 289 


compared with a net profit of 


949 for 1939. 
Wheeling Steel 


584.. 


Net profit for 1940 was $5,68: 848 


Reynolds Metals 


Consolidated net profit for 1949 


was $2,428,277, compared wit! $1. 


526,891 in 1939. 


Champion Paper & Fibre 


Consolidated net income 
months ending Feb. 2, 1941 
829,634. 


General Motors 


for nine 
Was $1.- 


Earnings available for dividends 


in 1940 


were $195,621,721, com- 


pared with $183,290,222 in 1939 


American Safety Razor 
1940 was $383.- 


Net income for 


443, compared with $806,238 in 1939 


Carnation Co. 

Earnings for 1940 were 
027, compared with 
1939. 


Coca-Cola 


Net income for 1940, 


$2,319. 


$2,508,095 fi 


according 


to preliminary statement, was $28.- 


884,752, 
in 1939. 


Eastman Kodak 


compared with $29,030,37 


Earnings for the year ended De 
28, 1940 were $20,076,739, compare 


with $20,818,200 for 1939. 


‘Plough, Inc. 


Net income for 
920, compared with 
1939. - 


1940 was $264- 
$253,694 fe 
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iy the Fal 


In Number Of EXCLUSIVE ACCOUNTS 


Ma 
eee 


| There's something especially significant about the choice of an ad- 
| vertising medium to carry an exclusive campaign. The entire pro- 
| motion load is placed on this single publication—it must make good 
i or else! Sothere’s a reason why ADVERTISING AGE regularly | ! 


: carries more exclusive advertisers than any other advertising HA 
| journal. | | 


| In 1940, for instance, we carried 398 advertisers, of whom 131 
1. used no other publication. Both these figures topped everything 
else in the field. Eliminating single insertions in special issues, 
- the record is even more impressive—104 exclusive accounts out of 
| 281 regularly served. In other words, 37% of all advertisers repre- 
sented in ADVERTISING AGE have found that it is big and power- 
ot ful enough to do the job alone! 


Pn With more advertisers using ADVERTISING AGE than any other 

{ publication, more accounts running exclusively here than any- 
, where else in the field, and with over 1,000 more display adver- 
in tisements published in ADVERTISING AGE in 1940 than in any 


31 comparable medium, there’s not much question as to the advertising 
leader in the field. 


There's only one convincing explanation for consistent, continued, 

outstanding advertising leadership like this — measurable results 

64- | that satisfy the advertiser. Results in this case are based on the 

° simple and established fact that ADVERTISING AGE is the best 

read advertising journal. Its advertisements get off the printed | 

page and into the minds of the executives responsible for the bulk | 
| 


of all purchases in the national advertising field. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


é 
NEW YORK CHICAGO ATLANTA & 
330 W. 42ND ST. 100 EAST OHIO WALTON BLDG. ‘s 
LOS ANGELES SAN FRANCISCO 
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March 24, 194) 


Flood of Coupons 
Proves Interest 
in Home Decoration 


Drapery Hardware 
Maker Surprised at Re- 
sponse to Promotion 

Sturgis, Mich., March 20.—Cur- 


rent interest in interior decoration 
is on the upswing, if coupon returns 


from the Kirsch spring campaign 
are any indication. Thousands of 
requests for the company’s free 


book, “Smart Window Treatments,” 
are pouring in at a daily rate that 
is little short of phenomenal. 
Arthur Evers, advertising and 
sales promotion manager of Kirsch, 
reports that within two days of its 
appearance a quarter-page adver- 
tisement in one publication drew 
over 3,500 inquiries in a single day. 
Another publication pulled almost 
5,000 inquiries in one day from a 
quarter-page insertion. All pre- 
vious records are being broken. 
The campaign is the result of a 
bit of timely planning on the part 


DOLLARS 


like a pile of leaves 


If you spend $10,000.00 a year 
in advertising or ten thousand 
dollars a month... GO TO | 

YOUR BANK and ask to see f 
| $10,000.00 piled high in the | 
| middle of the floor. It will 
still, then start conversation. 
Iv ll make you demand results | 
from your advertising: iWwll | 
make you sick of mute gobs 
of lovely white space. It may 
send you on a roaring hunt for 
an advertising ageney with a 
(| reputation for spending LESS; 
with a reputation for 
PLANNED and profitable ad- 
vertising. Do YOU sell things 
to eat, cosmetics. clothes? 
) Have you seen the EDI 
4 PHONE ads in newspapers in 
m the west? 


| OREN ARBOGUST | 

ADVERTISING 
Thirty N. Michigan Ave. 4 
CHICAGO 


of the Kirsch Company, manufac- 
turer of Venetian blinds .and 
drapery hardware, and its advertis- 
ing agency, Brooke, Smith, French 
& Dorrance, Inc. With home-build- | 
ing activity soaring to a new high, | 
and with defense money beginning 
to pour into the laps of Mr. and! 
Mrs. John Q. Public, it seemed rea- | 
sonable to suppose that a tae! 
increase in decorating interest was | 
in the cards. How right this think- 
ing was is proved by the outstand- 
ing success of the campaign, which | 
is appearing in American Home, 
The American Weekly, Better 
Homes and Gardens, Life and This 
Week. 


Booklet Offered 


The book, offered in the adver- | 
tisements, was designed in _ folio 
form, containing 12 color plates and 
showing 24 different drapery treat- | 
ments. Pictures shown in the book 
tied in with the elaborate “‘Decora- 
tive Suggestions” service available 
to Kirsch dealers—a large portfolio 
of beautifully designed room scenes 
and specific information on the use 
of Kirsch merchandise in these 
rooms. Copy urged women to con- 
sult their Kirsch dealer for further | 
help from the “Decorative Sugges- 
tions” service. 

Newspaper mats tying in with | 
national advertising were prepared | 
for local use. A _ broadside mer- 
chandising the campaign to. the 
trade was released and the book 
itself was offered to dealers in 
quantities of 100 or more at 5 cents 


per copy, with space for dealer 
imprint. Window and counter cards | 
and other point-of-purchase aids, 


playing up the national advertising, 
were made available. 


The first advertisement in the | 
series appeared Feb. 15. Returns | 
came through so fast and in such | 


large quantities that new printings | 


of the book were required immedi- 
ately. Mrs. America made it clear 
that interior decoration was a vital 


concern with her, that a book on | 
window treatments was something 
she wanted to have. And_= she 


wanted to have it by the thousands. 

The campaign marks the first | 
appearance for a number of years 
of the Kirsch Company in national | 
magazines. An aggressive campaign 
for the fall season is now in prepa- | 
ration. 


Pontiac Announces New 
Spring Service Program 
The Pontiac Division of General 
Motors has announced a new spring 
service merchandising program for 
dealers with the preparation of a 
one-color promotion folder describ- 
ing low-priced specials to dispel the 


belief that dealer service is high- 
priced. 
The program, an outgrowth of 


last fall's drive, is arranged for each 
month from April through August. 


ARTWORK HUMANIZES INSURANCE REPORT 
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Breaking with tradition, the Western & Southern Life Insurance Company, Cin- 


cinnati, published its 53rd annual statement in four color lithography. 


Interest- 


arousing artwork is used to dramatize the theme that life insurance protection is 
sound and stable, including a birdseye view of such security, as depicted above. 
Perry-Brown, Inc., Cincinnati, is the agency. 


FCC to Study 
Radio Ownership 
by Newspapers 


Will Attempt to Set 
Basic Principles for 
Granting of Licenses 


Washington, March 19. The 
question of newspaper ownership of 
radio stations, which has long been 
debated in and out of the Federal 
Communications Commission, is due 
for another airing, it was revealed 
here today when the FCC ordered 
hearings and an investigation to de- 
termine policy in handling the in- 
creasing number of newspaper ap- 
plications for frequency modulation 
stations. 

The subject was 


reopened over 


the dissenting votes of Commission- 


TVG eer ot ae 
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To Give You An Idea 


of the scale of prices and quantities, 
10 Display Prints enlarged to 24°x36 
from one original, $1.70 each—25 at 
$1.40 each—-other quantities and sizes 
in proportion, Color is not restricted 
to black, but AT NO ADDED COST 
can be blue, brown or red on white. 


Write or phone ATLAS, WHITEHALL 
7575, and let us show you how the 


new Atlas Display Print will help solve 
vour display problem—economically. 


ATLAS PH 
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~Unmounted -90¢ 


Here’s How Some Folks 
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SIZE 24 x 36 
IN QUANTITIES 
OF 10° 


Use Atlas Display Prints 


ENLARGED NEWSPAPER ADS 


WINDOW DISPLAYS. . 

STORE DISPLAYS . . 

SALES PRESENTATIONS 
Other Atlas Specialt 
Bromide Enlargements, 


DEALER PRESENTATION 


SHOP BULLETIN NOTICES 


SALES CHARTS 


ies Include Murals, 
Jumbostats, Atlastats, 


Copy Photographs and Studio Photography. 


225 W. MICHIGAN AVENUE 
919 N. MICHIGAN AVENUE 
221 MW. LASALLE STREET 
104 S. MICHIGAN AVENUE 


ers Norman S. Case and T. A. M. 
Craven, with Paul A. Walker not 
voting. Other members overruled 


i/them in a 3-to-2 decision to inves- 


tigate to see if joint control of 
newspapers and broadcasting out- 
|lets tends to result in an impair- 
ment of radio service. 


No date has been announced for 
the opening of the investigation, but 
hearings will be of a broad nature, 
open to all applicants, prospective 
applicants, grantees, licensees, trade 
group representatives and other in- 
terested witnesses called by the 
Commission. The FCC will seek to 
decide upon a policy which will not 
only guide its action in considering 
FM applications but also in decid- 
ing upon future newspaper efforts 
to obtain licenses for standard 
broadcast stations. 


Favors Competition 

The FCC policy in the past has 
been to deny licenses to newspapers 
in cases where another well-quali- 
fied applicant was seeking the same 
facilities. In one case, for example, 
a non-newspaper applicant from 
Port Huron, Mich., was favored be- 
cause it would afford the commun- 
ity “a medium for the dissemination 
of news and information to the pub- 
lic which will be independent of 
and afford a degree of competition 
to other such media in the area.” 

Today's FCC announcement made 
it clear that the Commission is not 
opposed to newspaper ownership of 
radio in general or in any particular 
situation. The investigation is felt 
to be timely in that it will be held 
just as the FM field is beginning to 
open up, when an evaluation of pol- 


icy can be made without impair- 
ment of existing investments. 
More than one-third of existing 


standard broadcast stations are now 
identified with newspapers in some 
degree. In more than 90 localities, 
the only radio outlet is operated by 
the only local newspaper. 

Although the FCC announcement 
made no mention of it, one motive 
for the investigation is thought to 
be the belief in radio circles that 
many newspaper applications for 
FM licenses are being made not 
with the primary intent of going 
into the FM broadcasting business 
but of scaring off competitors who 
might reduce newspaper advertis- 
ing revenue by the establishment 
of a radio station. 


WNBC Names Edwardson 


WNBC, Hartford, Conn., has 
named Larry Edwardson commer- 
cial sales manager. 

re fe e ' > 
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Alderson Urges 
Standard Brackets 


of Income Classes 


Chicago, March 19.—Its investiga. 


tions so far have convinced the 
committee on income classification 
of the American Marketing Aggo- 
ciation that a standardized break. 
|}down of families into four or five 
income classifications would ob- 
ably serve the needs of mar ting 
and merchandising men best, \WVroe 


Alderson of Curtis Publishing (oy 
pany, and a member of the m- 
mittee, told the Chicago Chapter os 
the American Marketing Associ: tion 
last night. 

Regardless of what actual stinq- 
ards for income classification are 
eventually set, Mr. Alderson em) )a- 
the major need remains fo; 
the adoption of a specific set of 
standards, so that all investiga! ons 
into income classes can be 
around this standard, and thus \’J| 
be directly comparable with 


| other. 


In his own opinion, he said, the 
most practical standards would be 
those based on dollar income, | er- 


| haps adjusted for living expenses, 


with breaking points so arra) ed 
| that approximately equal numbers 
| of the population would be included 
in each income bracket, so as to 


avoid any condition under which 
considerably more than half of the 
total families are lumped into one 


bracket, with the remaining small 
segment further divided into three 
or four brackets. 

Mr. Alderson declared that the 


committee is most anxious to hive 
the thoughts of all interested ma 
keting and advertising men for con- 
sideration in suggesting standards 
of practice. 


Bank Appoints Anderson 

The Land Title Bank & Trust 
Company, Philadelphia, has _ ap- 
pointed Merrill Anderson Company, 
New York, to handle its advertis- 


| ing. 
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The rates for this department are as follows: 


“Help Wanted,” “Positions 
bh with order 
All other 


$4.75 per inch. 


Wanted,” 
“Representatives Available,” 3@ cents a line, minimum charge $1. 


er. 
classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


“Representatives Wanted,” and 


Terms 


ooo 
HELP WANTED 


qdvertising & Sales 


vith good working kKnowl- 
yg dvertising technique Must 
ible to follow through on promo- 


ficient worker. Splendid op- 

x | ADVERTISING AGE, Chego. | 

We seck @& man who with his crew 
n s¢ in anniversary edition, Must 

ability Only ABC weekly 

Jewish tabloid printed in 

Rox ADVERTISING AGE, N.Y.C 


POSITIONS WANTED 
progressive Chicago Agencies Only 
an is joining your organiza- 


A new ! 
tior not today then tomorrow. 
He's ther account executive, copy- 
' production man, nor art di- 
et New York has found this man, 
i") t will 
OX 6, ADVERTISING AGE, Chgeo 
| 
Capable, ambitious young man, 20.) 
vel rn collewe student, sales and 
fice experience, seeks copywriting 
r with advertising agency 
Box l ADVERTISING AGE, N.Y.C 
Publicity, House Organ, Advertising 
a experienced in agricultural 
edite work Univ. grad Married 
ROX ADVERTISING AGE, Chro 
Persuasive copywriter with sound 
ea Ia 5: 13 vears agency and 


store work Salary sec- 
dar to opportunity 


ADVERTISING AGE, N.Y.C 


‘ nt 
epal ‘ 


_— } 
Promotion Ex-— 


POSITIONS WANTED 


= | ic ; y - , . ‘te , 
ADVERTISING and PUBLICITY Bx-| /Stening study just completed by 
ecutive, 12 years experience on wide|the National Association of Broad- 
Variety of accounts including tobac- | ¢. ore j . sy: , » Co. 
leon, 400d products, industrial cup. | Caste rs in cooperation With the Co 
plies, household furnishings andj|lumbia Broadcasting System and 
building materials Familiar with|the National Broadcasting Com- 
both industrial and consumer prob- | 
lems. Now employed as advertising | Pany. 
manager of AAA-1 manufacturer of | Considered the most comprehen- 
|} paints. Seeking immediate change : ° 
| American, Protestant, 34, single. eol-|Sive analysis of the primary radio 
lege, widely traveled in Latin Amer-|market ever published, it comple- 
ca . 
Box 3312, ADVERTISING AGE. Cheo.| ments the rural radio investigation 
BUSINESS SERVICE completed two years ago by the 
YOUR SALES PROMOTIONAL WA-. Joint Committee on Radio Research. 
terial, house organs, planned, pre-|Data for the new report was col- 


pared on free lance basis by emploved | 
advertising : 
samples. 


Wells St., 


man. 
Kdward 
Randolph 
REPRESENTATIVE 
TRADE 


Plenty of 
Edelstein, 
SSS4, 


ideas, 
201 N 
Chicago 
AVAILABLE 
PLBLICATIONS 


1941 is an excellent year for trade 
publications in general, providing vou 
have the proper representation If 
you are not satistied with the lineawe | 
you are now securing from. Illinois 
we would welcome an inquiry regard 
ing the possibility of our increasing 
your advertising revenue 

Box 3309, ADVERTISING AGE, Chero 

MISCELLANEOUS 

BAIRDSET ADS OLUTPLLEI, PUR. 
lisher set ads by 25%. & vear check 
proves. Type ruler with your first or- 


jder, Clean proofs fast day and night } 


BAIRD, iS bk. Kinzie, WHE, 4447, Cheo, 


Brochure Answers 
Union Charge 
Against Radio 


Washington, D. C., March 20.—A 
issued this week by the 
Association of Broadcast- 


brochure 
Nation: 


} ers supplied an indirect and unin- 


tended answer to the International 
Allied Printing Trades Association’s 
demand for a tax on radio 


One section of the report pointed 


out that in 1938 the 700 stations in 


the country spent $9,000,000 for 
sales promotion and radio manu- 
facturers about $15,000,000 more. 


About one-third of the total or $8,- 
000,000 was spent for printed pro- 
otion. Other printing requirements 
are figured to have boosted the 
annual total to $10,000,000. 

The brochure also points out that 
adio complements, not replaces, the 
ewspaper. About one-third of all 
tations are linked with newspaper 
wnership, and about 75 per cent 
re linked through membership in 
news services. A 1939 survey was 
cited to prove that radio stimulates 
ewspaper reading. 


Other sections of the report show 
‘hat there are more than twice as 
any radios as telephones, that 
roadcasting has created 300,000 
ew jobs since 1920 plus another 


——— 


~~: GPA 
wwe € a yiCc 
SS 


ECONOMY IN) MARKET 
RESEAR ‘HH —a 21 page book. 


“—is yours for the asking. 


a 
R & 5 complete facilities and 
long experience meet the 
*xac'ng demands of agen- 
Ses. publishers and market- 
™g analysts requiring de- 
Pend 


ble research tabulating. 


& STATISTICAL CORP. 
: Lane, New York. N. Y. 


AL TORONTO 


| 250,000 indirectly employed; that 
the industry’s estimated payroll last 


year reached $55,000,000; and that 
|radio has stimulated interest’ in 
government, book publishing and 
fine music. 
Bill Provides 
Promotion Plan 
for New York 

Albany, N. Y., March 19.—A divi- 


sion of commerce in the executive 
department of New York State 
designed to attract business to the 
state by means of advertising and 
promotion is provided for in the 
Ives bill which already has passed 
the lower house without opposition. 
Concurrence by the senate is con- 
sidered a foregone conclusion. 

Establishment of such a division 
was one of the recommendations of 
the Ives committee after an ex- 
tensive study of business and labor 
conditions in the state for the ex- 
press purpose of making recom- 
mendations for the stimulation of 
industry. 

The Ives bill, which was worked 

out by Gov. Herbert H. Lehman and 
Republican leaders of the legisla- 
ture, consolidates the state planning 
council in the executive department 
and the bureau of state publicity in 
the conservation department. It 
| outlines the functions, powers and 
| duties of the division, and provides 
|for the appropriation $250,000 
|for operating expenses. 


of 


. 
Prize Photo Contest for 
Gas Company Employes 

Connelly Iron Sponge & Governor 
Company, Chicago, maker of gas 
purification material and equip- 
ment, has announced a_ photo- 
graphic contest open to gas com- 
pany employes and their families. 
The company seeks interesting and 
unusual photos of its products in 
use. 

The company has been supplying 
products to gas companies for more 
than 65 years, and expects the con- 
test to bring to light old equipment 
still performing _ satisfactorily. 
Winning photos will be used in ad- 
vertising. 


. - ’ 
To Edit * Your Charm” 
| Elizabeth Adams has been ap- 
pointed editor of Your Charm, New 
York. She was previously mer- 
chandising assistant at Sears, Roe- 
buck & Co., New York, and adver- 
tising manager of I. Miller & Sons, 
New York. 


of all urban 


NAB Completes 


Study of Urban 
Radio Market 


Five Out of Six Families 
Tune In Daily, Crossley 
Reports 
Washington, March 18.—Five out 
of every six urban families in the 


country listen to the radio at some 
time every day, according to a new 


lected in quarterly surveys con- 
ducted in 1938 and 1939 by Crossley, 


| Inc. 


The NAB 
18,113,000 
had at 
1940. 


shows | that 
families in urban areas 
least one radio on Jan. 1, 
This represents 90.9 per cent 
families. Three years 
earlier, Jan. 1, 1937, a Daniel Starch 
survey conducted for CBS revealed 


study 


the percentage to be 5.3 per cent 
less. 
Ownership Booms 
Even greater increases were 


shown in ownership of two or more 
home sets and in automobile receiv- 
ers. The NAB study disclosed 29.2 
per cent of all families had more 


than one home set Jan. 1, 1940, 
which was an increase of 55.4 per 
cent over the 1937 figure. Car 
radios were owned by 19.6 per cent 
of urban families on Jan. 1, 1940, 
a gain of 5.5 per cent since 1937. 

As a seven-day average, 83.7 per 
cent of all city dwellers tune in 
their radio at some time each day. 
The comparable figure reported in 
the Starch-CBS research in 1937 
was 79.3 per cent. 

The NAB publication bears the 
title “Urban Radio Listening in the 


United States.” It consists of 40 
pages in two colors, and details 
radio ownership by geographic 
areas, economic groups, time zones 


and city sizes. 


Hildick H opes to 
Fill Spot Lost by 
Imported Liqueurs 


New York, March 19.—Seeking to 
cultivate the good will of liqueur 
lovers who have been deprived of 
their source of supply due to the 
war, Distilled Liquors Corporation 
today outlined plans for the exten- 
sive promotion of Hildick Five 
apple brandy as “the beginning of a 
permanent American institution.” 

First copy in behalf of the five- 
year-old domestic product will 
released in the New York market, 
to be followed later by promotion 
in other markets when distribution 
is expanded. Newspapers will carry 
the campaign, supplemented by in- 
sertions in Esquire and The New 
Yorker. Alfred J. Silberstein, Inc., 
has been appointed agency. 

In an announcement to the liquor 
trade, which will also be used in 
consumer media, Francis E. Miller, 
president of the company, discussed 
frankly the subject of curtailed 
supplies and rising prices of im- 


be 


SELLS COAL 


AM | GLAD WE CHANGED TO 
i ‘blue coal’ 


mE ON ON 


THE SHADOW 


oy FOUR NEIGHBORHOOD & 


*) Otavee 


BLANK BLANK COAL CO. pin. cow 
BLANK BLANK COAL CO. pion oom 


One of a series of advertisements which 
is proving unusually successful for "blue 
coal." 


ported brandies. He asserted that 
Hildick brandy “was readied in an- 
ticipation of the need in the Ameri- 
can market,” and assured the trade 
that his company has one of the 
largest aged stocks of brandy in 
the country. 

Consumer copy will be keyed by 
an open hand and the caption, 
“Reach for Hildick Five.” The 
price of $2.65 for a fifth will be em- 
phasized. 


Urge Publicity Bureau 

A bill providing for a state de- 
partment of publicity, with an 
annual appropriation of $250,000, 
has been introduced in the Wiscon- 
sin senate. At least half of the 
annual funds would be used to ad- 
vertise the state’s recreational 
facilities. 


Sell » HOTELS 


with 


THE HOTEL MONTHLY 


Vember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


ADVERTISERS EVERYWHERE USE FAITHORN 3-IN-1 SERVICE 


A Faithorn’s famous “Non- 
Stop’ route gets you there 
with streamline speed and 
absolute smoothness. It's just 
one contact, from the time you 
turn the job over to Faithorn 
. .. until Faithorn ships the 
job back to you . . . complete 
and perfect in every detail... 
engravings, typesetting and 
printing. Distance means noth- 
ing to our clients—they come 


from New York, Ohio, New 


Mexico, Missouri, Michigan, 


PRINTING 
OF Gag Sle Re. et KS in 


ara 

Pennsylvania and other dis- 
tant points. Let us demon- 
strate the value of Faithorn 
3-in-1 Complete Service on 


your next job. Write, or phone 


WABash 7820 
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PRINTING 
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There are a large number of concerns that 


render one type of service and do it well... 


THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 
of service —ad-setting, engraving and 
printing — and does them ALL equally 


well — with less effort and less cost. 


FAITHORN 


. CORPORATION 


504 SHERMAN STREET - 


AD-SETTING + ENGRAVING + PRINTING 
CHICAGO - 


DAY AND NIGHT SERVICE 


WABASH 7820 
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A. E. CLAYDEN hospital here, his native city, March | WEEK 
New York, March 18.—A. E. Clay- | 11, from burns accidentally received | THIS * * . * 
den, president, A. E. Clayden, Inc.,| at his home several weeks pre- Index oO Retai ctivity in 
New York and Chicago, newspaper | viously. He had been engaged in ' 


representative, who had been in the | Store advertising in Atlanta, New | 
advertising business 50 years, died | Orleans and Oklahoma City before | 
here yesterday. He was first named | going to Houston. 

representative by the News and} ome 


Intelligencer, Wheeling, W. Va., in| WALTER WARNER 


82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


1904, the list expanding to include| Philadelphia, March 18.— Walter 
I 
15 West Virginia newspapers and | Warner, who retired in 1938 as | tT 7 cs TT TT] | [ ] [1] ] [{] | || | ir ae 
the News, Lima, O. itreasurer of Ketterlinus§ Litho- | = | WEEK GY ween wamarien pomaeenen — rrTttt ' e 
oe , . i | | i | | 
—_ | graphic Company, died Saturday at tt tt + + T an on reneivanardeesrataasereet | q Ppt i! 
ne rs | | | | | i j e 
WARNER R. BUXTON | the age of 75. Widely known as a | w fa RSSae | | |_| |_| i Seeeeeeeeee s 
Springfield, Mass., March 17.— calendar maker, Mr. Warner spent +15 | tit Pl5RR LLL le 
Warner R. Buxton, 56, Longmeadow, | Vittually his entire business career ie | | | | | BOEGEREER ii 1] 
, te ae Bestia eg “ rj “tterl]i : » retire after 1 ae T T TT +++ 
president of Buxton, Inc., maker of | With Ketterlinus. He retired after os y L |] | | | | rt iit | : 
. ° > rears rvice , — = 2 a a 2 ————— = C2 Gen GE GE — —> + + + ——+_.. t 
leather key containers and billfolds, | 59 years of service. 4 anu if ' | || 1 ri} ytd | si 
died March 13 after an appendix = LAST YEAR N rT r pERae 6 
. . se | i | | 
operation when peritonitis devel- HUGO E. SCHEERER -5 —- 4 tones T- aaa ' 
oped. | Chicago, March 20.—Hugo Ed- -0 | | | | Litt q 
— |mund Scheerer, head of Scheerer & s | | be 
THOMAS W. FAHY Co., newspaper representative, died - | TTT ; 
ak Win Wiens S0ciiieeies today at his Winnetka home. He ~20 ae tv 
ome a., are — omas , : : ‘ 
Ww. F “~ 59 wile re ’ ; = “ fractured his hip last July and t ge 
. Fahy, oY, advertis anager | spake? ore ‘ . 
wie! : ag manage |complications set in. His company | | Be ¥ 
for the Houston, Texas, branch of eee eereneied the Michiana = 7” cenaReStaNy Canniigaienia? Snags? Weammggeaniaens . comin = ie re 
Sears, Roebuck & Co., died in a ~ I : - ~-- ~ JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMs: th 
i szeague oO ome Dailies since . 
and from 1929 has similarly repre- | — en 
sented the Indiana League of Home % Gain % Gain ag 
| Dailies. He was treasurer of the | gay oe is. eee “ian “ieee eis tia pr 
rT, = mreace aticvac Senin. erio erioc erioc 3 v eek ee Galn 
| Chicago Representatives Associa Ended Ended Ended over over Fnded Ended r tio 
tion for 18 years. Mr. Scheerer | Mar. 18,1939 Mar.16,1940 Mar. 15, 1941 1939 1940 Mar. 16, 1940 Mar. 15, 1941 - if 
also owned the Clarion-News and | Akron, 0. ............ 1,983,596 1,909,098 1,930,858 $—2.7 £+1.1 239,712 —«2.0,6 37 30 hit 
the Democrat, Princeton, Ind., and | Atbany, he ee . 2,200,355 1,515,368 1,518,387 —31.0 +0.2 58,199 170,672 Ly r 
| . : mnre toha ‘Atlanta, Ga. ... ‘ ° 3,318,560 2,980,656 3,051,356 —8,1 +2.4 804 312,396 oan 
| fo ars lished the - ; 950, , ’ 2, 7 
fs Best People : |! r two — pub hed the Call | Baltimore, Md. ....... 4,084,865 4,381,106 4,452,981 +9.0 +1.6 549 482.979 134 wt 
a oo Elwood, Ind. | Birmingham, Ala 2,532,288 2,832,970 2,878,314 +13.7 +1.6 53,622 328,048 wT tri 
" se — — | Boston, Mass. ........ 3,772,092 3,812,649 3,643,460  —3.4 —14 454,718 ~ $42,368 24.7 bo 
Finally Wind Up am | GIFFORD K. SIMONDS | Bridgeport, Conn 2,831,172 1,997,464 2,057,916 +124 +3.0 230,132 210,140 a : 
2 . ce nat aimed __ air. | Buffalo, N. Y.. . 2,808,932 2,778,020 2,890,542 +2.9 +4.1 336,622 332,792 1] an 
a - | Brookline, Mass., March 20.—Gif- | Camden, N. J. 722,841 1,107,311 998,544 +38.1 anf8 124,893 144,739 iho pu 
2a ng In ford K. Simonds, president of the | Cedar Rapids, Ia é 927,988 937,608 921,802 —=f),7 all 9 100,716 86,590 ‘ 
ete’ 2 a Simonds Saw and Steel Company, | Gharieston, W. Va , 2,025,170 1,909,531 2,011,471  $—0.7 +5.3 248,276 228,382 F 
ratelatete) Florida @ Fitchburg, died here today. He was | *Chicago, III 5,732,699 5,623,935 5,526,767 —3.6 1.7 662,214 628,149 I 
’ ce |formerly president of the Waltham | Cincinnati, © 3,130,144 3,229,728 3,119,202 0.4 3.4 102,816 $34,818 ( we 
eee 3 on ' Pentre Cc ‘ , H ter Arms Cleveland, © 3,462,23 3,740,885 3,769,487 + 8.9 + O.8 428,216 385,051 
- a ' Watch ompany, unter ener |} Columbus, © 2,574,715 2,660,083 2,625,909 2.0 1.3 294,092 278,054 cné 
Company, and Marschalk & Pratt, | Daiias, Tex 1.231.717 ~~», 49, 4 i000.304 = 2.439.529 731637 ; wo 
New York agency. Mr. Simonds,!| Davenport, Ia. ........ 1,713,253 1,852,718 1,843,884 + 7.6 0.5 189,112 193,522 9 pal 
_ . who was 60, had been associated paren, oO. gees: ee $,618,786 phy t meee t . +2.4 :; 9,048 one 242 { Dis 
y . . . . . 7 P " lenver, Colo pty . 791,542 ,668, 405,237 S 2.2 68,582 73,369 9 
100 Pet. Circulation Gain | with the Simonds company since}... Moines, Ia......... 1,286,548 1,349,803 1,236,801 3.9 S4 164,263 161,569 7) ius 
> Tw. _ ie | 1898. Detroit, Mich. ...... 3,855,933 1,058,699 4,268,272 [i ae 193.768 453.428 ; leg 
a — El Paso, Tex........-. 2,028,306 2,104,624 2,320,433 +14.4 $10.3 247,348 238,098 Ww 
- s 418 Se eer 1,860,978 1,844,066 1,783,194 4.2 3.3 211,820 171,402 / Dri 
Tc ; = |-#t Joins William Esty ; , | Evansville, Ind. ..... 2,181,984 2,381,624 2,371,684 8.7 0.4 286,314 280,588 9 
r entine ar William Gay has resigned his| Fall River, Mass....... 661,809 671,950 719,573 8.7 +71 72,706 78.035 , A 
a ; |CBS staff position at Station KNX, | Fiint Mich vp trt ss 8,085,692 1,677,228 1,753,052  —16.0 5 196,490 204,666 i ng 
ai THEIS & SIMPSON : | Hollywood, to join William Esty &] Fort Wayne, Ind 2,014,985 2,155,314 2,043,741 +1.4 5.2 234,402 219.744 04 n 
i |Co., as assistant to William Moore,|Gary, Ind. ........... 1,050,899 1,218,633 1,210,532 $15.2 0.7 111,196 27.192 , tor 
SCRE eee | nead of the Esty Hollywood office. | Grand Rapids, Mich... L741,004 etre witty oe s ete pt ne 
es Are ive dl |The office handles the Blondie and|tireemville, 5S. ©.. - 41,225,482 1 A5T649 146,501 0.5 | +1.7 199,171 172,26 lik 
. Al Pearce programs and the soon-| Houston, Tex. ........ 3,292,562 3,635,848 erty + 9.6 0.8 417,060 366,324 re: 
o-be-release ouelk arsons pro-| Huntington, W. Va.... 1,861,622 1,505,796 540,882 +-13.2 + 2.3 176,763 166,334 : 
ao d Louella Pe nods Indianapolis, Ind. . 8,083,694 3,489,444 3,477,964 + 12.8 0.3 395,990 398,272 ( pre 
Br , Jacksonville, Fla. .... 1,779,092 1,881,880 1,922,186 +S.0 2.1 196,882 205.266 { tior 
Jersey City, N. J...... 404,990 407,683 104,603 0.1 0.8 56,945 45.147 20.7 ers 
: :, - Kansas City, Kan..... 508,977 _ 577,073 637,215  +5.5 6.9 79,646 ~~ 64,768 Li we 
tI Knoxville, Tenn. ..... 2,082,470 2,085,412 1,993,432 1.3 —4.4 248,864 220, 458 14 = 
-= Little Rock, Ark...... 1,782,494 1,792,476 1,909,992 + 7.2 + 6.6 202,790 193.690 { TOrT 
Los Angeles, Cal...... 5,126,945 5,394,993 1,727,044 —7.8 12.4 605,121 470,475 22 glas 
ILLINOIS Louisville, Ky. ....... 2,746,847 2,714,082 2,848,142 + 3.7 + 4.9 308,262 317.386 type 
Lynn, Mass. .......... 1,080,544 — 1,610,43 1,837,004 16.2 +141 —«di'79, 802 ~ 165,340 sent 
Manchester, N. H...... 750,122 748,144 698,869 6.8 6.6 84,802 69,976 i equ 
‘Memphis, Tenn, ...... 2,245,950 2,726,920 2,495,122 +11.1 8.5 253,078 306,202 9] 1 
TIONAL DEFENSE MA eae 3,634,330 1,037,033 3,723,658 $2.5 7.8 411.355 329.742 the 
ANA RKET Milwaukee, Wis. ..... 2,959,110 8, 254,23 3,279,410 + 10.8 0.8 412,978 354.248 14 L 
‘Minneapolis, Minn. ... 2,661,652 2,498,667 2,345,261 11. 6.1 271,317 269,073 prov 
SY, PROSPEROUS and } J ’ ede . 271,317 269,073 
a OUR PEOPLE are BUSY, are SPENDING Ta * Moline-Rock Island, Hl. 1,568,522 1,586,480 1,791,430 +14.2 12.9 177,632 167.426 beli 
| ‘Nassau County, L. L.. 468,419 102,078 612,644 + 30.8 a2 54,378 72,089 32. sine 
New tedford, Mass.... 586,082 650,986 TO1L,S70 + 19.8 Ze 67.018 68.860 oe ‘ 
|New Haven, Conn.. 1,786,862 1.907.766 2 042,220 +14.3 7.0 198.268 279.354 40 mar 
New Orleans, La....... 3,944,983 4,037,684 3,798,833 3.7. + #+—5.9 493,847 400,238 ind 
A CHOICE SPOT FOR ae i 3 Se eee 11,960,043 11,791,964 11,410,538 1.6 3.2 1,443,592 1,270,770 l2 be t 
| Brooklyn, N. Y........ 867,357 725,392 728,554 16.0 + 0.4 83,744 78,037 ' 7 
i MOCtetR, VE. asc cisisds 1,888,334 1,957,998 2,060,586 +91 + 5.2 202,552 221,074 +9 me 
A D V E R i s E D rb O O D S Makland, Cal. ... .% 1,582,825 1,847,235 1,750,510 +-10.6 5.2 209,060 187.906 1 ame 
Oklahoma City, Okla. 2,073,792 «21,543,822 1,633,394 —21.2 +58 165,116 187,460 e. 7 
Omaha, Neb. ...... .. 1,140,109 1,177,832 1,181,697 + 3.6 + 0.3 131,838 149.790 13. that 
Peeree Bee bs asecdéas 2,107,566 2,245,997 2,370,266 + 12.5 + 5.5 291,099 267.050 s mak 
Philadelphia, Pa. ..... 5,665,032 5,865,276 5,987,972 L579 +21 618,705 633.349 94 ame 
Phoenix, Ariz. . ; 1,519,308 = 1,746,948 1,804,726 + 18.8 3.3 __ 192,788 170.758 11 pp 
Pittsburgh, Pa. . «e+ 4,050,732 4,267,774 4,242,406 + 4.7 0.6 509.614 426.608 lf day’ 
POTtINNG, OFO. 6 iccce 2,524,718 2,090,294 2.519.960 0.2 + 20.6 237.468 289. 408 2 - 
* ‘Reading, Pa. . 1,950,609 2.113.288 244.160 qua 
Retail Grocers Richmond, Va ‘* . 2,574,460 2,398,858 2,388,470 7.2 —0.4 266,252 242.788 § — 
Rochester, N. Y 2,989,229 3,133,483 2,999,136 + 0.3 1.3 347.260 207 
‘ ae : ; _—_— 
R Rockford, Il) . 2,657,522 1,605,100 1,879,962 29.3 + 17.1 150,108 185.908 é 
epresenting Sacramento, Cal , 1,644,748 1.546.258 1,611,918 20 4.2 177.450 176.834 
San Antonio, Tex , 1,366,645 1.485.810 1,621,955 18.7 +92 168,983 176.82 
‘San Diego, Cal ‘ , 2,542,752 2,087,204 2,400,834 5.6 + 15.0 229 250 263,87 
Seattle, Wash 2,230,726 2,386,790 2 279.900 +299 4.5 263.536 978.12 
South Bend, Ind . 1,094,067 1.040.994 1.111.929 16 re 111.719 26.7 
"Spokane, Wash 1,424,038 1,272,866 1,219,694 14.4 —4.2 116,312 110,3¢ 
| d d | S Peek Mian” 3,553,500 3,693,675 3,536,255 2.7 1.3 144,33 387 
4 4 St. Paul, Minn . 2,031,605 2,202,589 2,003,32 1.4 ‘1 234,942 Boe 
= n 1 v ! u a t ° r @ s Syracuse, N. Y¥ 2.141.503 1.374.901 2 323.546 Lar Leo0 158.354 251.8 
. W . Tacoma, Wash was Do 1,353,084 1.311.092 $9 31 ~~ 942 S898 oT 
Advertise eekly in Tampa, Fila. ........ 1,358,630 1,634,108 1,606,808 +18.3 of .7 183,022 184 
Toronto, Ont., Can 3,423,989 3,331,001 3,398,473 OS 2 0 333.911 23s 
the ARGUS-DISPATCH Troy, N. Y.... | "760,048 795,820 souls = FSR OL ett ty 
Tulsa, Okla. . 1,797,852 1,869,154 L.O38,986 + 7.9 + 3.7 227,094 20 
e Washington, D. C...... 5,797,652 _ 6,928,902 6,863,110 +184 —1.0 787,260 679 
A LINAGE TOTAL OF Youngstown, © 1,411,263 1,622,401 1.676.930 + 18.8 +34 177,950 104 
LOCAL Total . + 193,277,388 196,475,020 197,739,577 + 2.3 + 0.6 22,482,834 21,276 
rl 65 1 82 7 GROCERY 1 Atlanta Georgian — and Sunday American ceased 6 San Diego Sun suspended publication N 25, 3 
. LINES onepengey — ly, 1939 7 Spokane Press discontinued March 18 
- Chicago Herald & Exam. discontinued Aug. 28, 1939 Ss Commercial Appeal published 328-pas _ 
Appeared in the ARGUS-DISPATCH in 1940 $ Minneapolis Star and Journal merged Aug. 1, 1939 issue Jan. 1, 1940 
4 Newsday launched Sept. 3, 1940 ® Reading figures not included in tota 
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Quiz Mailing for Type Vine Names Wettlin | 


| 

a _Associated Typographers, Ne w | Vine Associates, maker of Vintex | 
York, is using a mailing piece in|dish cloths, has appointed Wettlin 
j}the form of a typographical quiz.|& Co., Camden, N. J., to handle its 
a Three cash prizes are offered for! magazine and direct mail advertis- 


the most accurate guesses on how|ing. The agency has added a pub- 
many fonts of type faces the com-|licity service, under the direction 
pany has in its cases. |of Marshall Bainbridge, Jr. 
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Important Changes 
in Whisky Labels 
May Be Ordered 


ntinued from Page 1) 


_ or to any emblem, shield, 


ernme 

insign decoration, or design as- 
sociate.. With such flag or in simu- 
lation vereof.”’ 

Mo controversial of the new 
propos |s is one to “authorize all 
types whisky, brandy, rum and 


gin to be bottled at not less than 


g9 proof, in lieu of the present re- 
quiren.ent that all such products be 
pottle: at a minimum proof of 80.” 


A h aring on these proposals, and’ 


two o!.er minor amendments sug- 
gested by Alcohol Tax Unit officials, 
was hcld here yesterday. Over 100 
representatives of all branches of 
the industry were present, appar- 
ently to lodge a_ strong protest 
against lowering the minimum 
proof requirement to 60. 


The lone defender of this sugges- 
Prof. Yandell Henderson 
University, who described 


tion as 


of Y ic 


himself as “the father of 3.2 beer.” 
Legalization of weaker strength 
whis he claimed, would “con- 
tribute to law and order, eliminate 
bootlegging, promote legal distilling 


and improve the attitude of the 
public toward distilled liquor.” 


Expect Suggestion to Die 
Industry representatives, however, 


were unanimous in opposing the 
change, saying that 60 proof whisky 
would be “dangerous” and “un- 
palatable.” Howard T. Jones, of 


Distilled Spirits Institute, expressed | 


doubt as to whether it would be 
legal to call such a weak substitute 
“whisky” under the Pure Food and 
Drug Act. The introduction of such 
a product, he added, would deceive 
consumers, would probably freeze 
in cold climates, and be unsatisfac- 
tory to drinkers because of “‘flat- 
ness of taste and the cloudiness 
likely to develop.” 

Harry L. Lourie, executive vice- 
president of the National Associa- 
tion of Alcoholic Beverage Import- 
ers, suggested that legalization of 60 
proof liquor “might create a new 
form of cheap drink sold by the 
and this would create a new 
type of social evil.”’ Other repre- 
sentatives of the industry were 
equally firm in their opposition to 
the proposal. 

Liquor leaders hope that the 60 
proof plan will be discarded. They 
believe that such will be the case, 
since the Alcohol Tax Unit’s pri- 
mary function is to raise revenue 
ind one effect of the change would 
be to reduce tax receipts. 

They expect the advertising 
amendments to be adopted, perhaps 
in more specific form, and point out 
that tax officials have the power to 
make the changes without formally 
amending the rules. Most of the 
pposition which was voiced at to- 
day's hearing on the advertising 


glass, 


——— 


HIGHLY LOCALIZED 


Finds MORE TIME for Reading 
== This New May, 


Tests of large space, with a highly local- 
ized copy appeal, are being made by 
Pocket Books, Inc., New York. This 1,000- 
line copy ran in the Columbus Dispatch. 


prohibitions came from representa- 
|tives of companies with brands | 
| which will be directly affected, or | 
from men who feared that the broad | 
| language of the proposals might be 
stretched even further to cover their 
products. 
Explore Possibilities 
Some interesting possibilities 
were raised at the hearing. It was 
pointed out by a representative of | 
Frankfort Distilleries, Inc., that its | 
famous Paul Jones brand might be | 
affected if one of the proposals is 
adopted. Paul Jones, being named 
'after a naval hero, might be deemed 
|an improper name and the distiller | 


\lose the brand acceptance built by | 
_the expenditure of millions of dol- | 
|lars in advertising. 
Army & Navy brand is another 
|product directly affected. A rep- 
/resentative of Morocco Company, | 
which makes the product, protested | 
that the amendment’s adoption | 
would mean the scrapping of aj} 
name used for over 50 years and 
popular long before the current de- | 
fense emergency focussed attention 
on the nation’s armed forces. 
Stewart Berkshire, deputy com- | 
| missioner who presided at the hear- 


ing, set April 1 as the deadline for | 


‘filing of briefs on the suggested | 
| changes. 
Advances Fitzgerald 


Edward J. Fitzgerald has been 
|appointed vice-president in charge 
|of radio at Erwin, 
Wasey & Co.,, 
New York. He 
| has been director 


Effect of Time 
Changes on Radio 
Subject of Study | 


Washington, D. C., March 20.— 
The National Association of Broad- | 
casters is conducting a nation-wide 
;survey of the effect of daylight 
saving time on the radio industry, | 
and has asked all stations in the 
fundamentals.” country including non-members to 

In addition to a new consumer! return questionnaires supplying in- 
mental attitude, advertising men | formation on the subject. 
must face the possibility of a change| With the annual time shift about 
in the complexion of the Federal|t® be instituted next month by 
Trade Commission, Mr. Cunningham |™any communities, NAB is seeking 
warned. |to determine a uniform policy of 


in r the i strv. > NA 
Sees Possible FTC Changes conduct for the industry. The NAB 


board voted last June to conduct 
“The FTC today is doing an ad-|the investigation. 
mirable job of policing advertising Although the questionnaires were 
under the Wheeler-Lea act. But|sent out only last week, over 250 
there is always a danger in war-|replies have been received to date. 
time that patriotism may turn up in| Results will be tabulated and ana- 
some quarters as dinky domineer-|lyzed a few weeks hence. The 
ing.” questionnaire asks if fast time is 
Among the economic factors likely | observed in each locality in the 
to influence advertising, the speaker | summer months, what effect it has 
named priorities, taxation, rising|on station operations of all sorts, 
costs or reduced profit margins,|and what changes in the existing 
population shifts, increased income | set-up are recommended. 
and scarcities. Agencies and advertisers have | 
Speaking of the possible scarcity recently expressed much interest in 
of wood pulp, which might have this problem, and Jack Laemmer, | 
more effect on advertising than any | radio director of Lord & Thomas, | 
other shortage, Mr. Cunningham | Chicago, started an independent | 


Cunningham Sees 
Entirely New Era 
for Copywriters 


(Continued from Page 1) 
that demands speed and facts and 


addressed a strong plea to the mem- |‘‘standard time” movement some | 
bers of his audience. time ago (Apvertistnc Ace, Feb. 
117). 


Must Appear Essential ; ; . 
A bill to make daylight saving 

“Whether you write advertising,| mandatory for the entire nation is 
or approve it, or buy it or sell it, now before the House. The period | 
I urge you to see to it that it doesn’t | for fast time would be March 31- 
appear to the public and to the gov- | Oct. 31. Since the bill, introduced 
ernment to be a terrific waste. As|by Rep. Donald H. McLean of New 
long as it stands as a vital force | Jersey, is part of the defense pro- | 
in the creation and selling of goods, | gram, the proposal may get action. | 


we have little to fear in the war 
economy ahead. If our use of this SOUTHWEST AGENCIES 
wood pulp, however, seems waste-| ASK STANDARD TIME | 
ful and inefficient, the government Dallas, Tex., March 19.- Directors | 
is likely to lay down restrictions.” | of the Southwestern Association of 
Among the “bewildering set of | Advertising Agencies, meeting here, 
conditions” that people engaged in| adopted a resolution asking the na- | 
style merchandising must face, Mr.|tion’s three major networks not to | 
Cherington cited changes in style | observe daylight saving time. 
creating mechanisms, raw materials, | Pointing to the confusion caused 
geography of markets, social strati-| by reorganization of routines, the 
fication and also centralization of | resolution said that daylight saving | 
people near big cities and dictator- 


| show 
retained its previous listening per- 


|time is observed by only 24 per cent 


of the population, and that records 
that no program has ever 


centage after a time change. 


Boice to WMBD 


Hugh Boice, Jr., formerly on the 
New York sales staff of Free & 
Peters, radio representative, has 
joined WMBD, Peoria, IIL, to 
handle Middle West regional and 
national contacts. 


Ketchum Promotes Two 


Ketchum, MacLeod and Grove, 
Pittsburgh agency, has promoted 
William E. Pensyl and Alfred B. 
Hine to assistant account executives. 


F R t t with your 
first Order 

Jar and Brush FREE with your first order 
S $ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Frishets use S $ Spe- 
cial Frisket Cement, $3.50 per gel 
©S)RUBBER CEMENT CO. | 


3438 No Halsted St. CHICAGO, TLL 
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MAILING 
LISTS 
All 


Classifications 
A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 

® Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100,000 


Trade Circular Adv. Co, 


27 South Market Street 


Fra. 1182 Chicago, Ill. 


ship by government and labor. 
oo } 


Defense Brings 


Trailer Boom, 
FSA Discloses | 


(Continued from Page 1) 


output of the trailer industry for 
some time to come. 


of radio_ since 
| joining the com- 
| pany in 1939. 
| Prior to that he 
|was director of 
ithe bureau of 
|ecopyrights for 
|the National 
Association of 
Broadcasters and 
|assistant general 
|manager of Sta- 
ition WLW, Cin- 


E. J. Fitzgerald 


—— 
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IN CHICAGO 


a 


cinnati. 


Ruppert Plans 
Extensive Campaign 


/a ffected 


created by defense work have 
|become so acute that FSA _ has 
contracted to buy 2,035 trailers for 
|use by families of industrial work- 
ers in areas where defense employ- 
ment is expected to be relatively 
short, or where temporary shelters | 
can be replaced later by permanent 
housing. 

FSA is also building dormitories | 
for 2,900 single men. Localities | 
include San Diego, Cal., 
Bremerton, Wash., Nashville, Tenn., 
Erie, Pa., Baltimore, Md., Sidney, 
N. Y., Orange, Tex., New London, | 
Conn., and Wilmington, N. C. FSA 


DA 


| With an advertising appropriation 
|equal to that of last year, Jacob 
|Ruppert Brewery, New York, is | 
| starting a campaign in 145 news-| 
| papers throughout its 14-state mar- | 
| keting area along the Atlantic sea- | 
board. Magazines, local radio pro- | 
grams, Outdoor posters and business 
papers will also be used. 
Ruthrauff & Ryan, New York, di- | 
rects the account, with Edgar W. 
|Garbisch as account executive. | 


Schreier to Hartwig 


Harry R. Schreier has _ joined | 
O. J. Hartwig advertising agency, | 
New York, as director of copy and 
service. He was formerly with 
Wildrick & Miller, New York, and 
previously vice-president of Moore} 
& Hamm, New York. | 


Driver Agency Moves | 


Driver & Co., Omaha advertising 
agency, has moved to larger quar- 
|ters in the penthouse atop 304 S. 
'18th street. It has joined the 
| Transamerican Advertising Agency 
Network. 


| executive. 


was asked to handle the job because 
of its experience in housing migra- 
tory farm workers. 
armen | 
Newman to Young 
Wilbur Newman, former adver- 
tising manager and assistant sales | 
manager of Latham Company, 
power brake maker, has joined the | 
Robert B. Young Advertising 
Agency, San Francisco, as account| 


How to F 


“A Technique for 


pie ecrtameces TEg TE | 

Import Liquor Prices Up | 
The State Liquor Commission of | 
Massachusetts has announced price 
increases in liquors imported from 
France, Belgium, Germany, Italy | 
and Holland, while cutting prices on | 
domestic products. 


Pittsburgh Stations Move 


KQV, Pittsburgh, will join the 
Blue network of NBC and on Nov. 
1 KDKA will switch from the Blue | 
to the Red network while WCAE, 
now a Red network station, will 
join the Mutual network. 


Advertis 
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Housing shortages in boom towns | 
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by James W. Young 
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March 24, 194) 


Advertising and 
Sales Control of 
Petroleum Feared 


Washington, March 19.—Immedi- 


ate steps to control production and | 


prices of petroleum products, in- 
cluding the creation of a Federal 
oil conservation body, were recom- 


mended here this week by the Na- | 


tional Resources Planning Board in 
a report sent to Congress by Presi- 
dent Roosevelt. 

These recommendations are sim- 
ilar to those made two years ago 


by the committee which preceded 
_ the creation of the National Re- 
| sources Planning Board as a unit of 
| the executive office of the President. 
The 1939 report by the National 
| Resources Committee, however, laid 
less stress on the need for control 
|of the industry as a national de- 
|fense measure and as a stabilizing 
factor in post-emergency readjust- 
ment. 

The new report declares: “‘Over- 
| production and waste of oil should 
be studied in relation to its distribu- 
| tion and to its consumption for less 
essential purposes. Those uses of 
petroleum for which available sub- 
|stitutes are relatively costly — not- 
ably lubricants and gasoline— 


couraged whenever heat or power ‘now. Control of advertising of oil 


from other sources is suitable and 
economic and where the factor of 


convenience is not important.” 
Fear Results 
Since the 


report was 


tion of its 


sent to 
Congress by the President with a 
letter asking immediate considera- 
recommendations for 


to be used for non-essential pur- 
poses might be one result, they fear. 


K. C. Presses Merge 


Lowell Press and Brown-White 
Printing Company, Kansas City, 
Mo., have merged under the new 
name of the Brown-White-Lowell 
Press. The company, headed by 


legislation, petroleum leaders here | Joseph E. Brown, Frank O. White, 


are more concerned about the pos- 
sibility of federal control than they 
were two years ago when the sug- 


gestion was first made. 


These men point out that the 
regulatory 
body would undoubtedly have im- 


creation of a Federal 


portant advertising 


and merchan- | 
|should be protected. The use of oil | dising implications, the exact nature | 


S. K. Lowell and Arthur E. Lowell, 
| has established itself at 113-117 E. 
3lst street with new equipment. 


Appoints Vladimir & Co. 

| Sale & Co., Ltd., importer of 
Atkinson perfume and Carr’s bis- 
|cuits, has appointed Irwin Vladimir 
Co., New York, as advertising 
Neil G. Rourke will be the 


| agent. 


|and natural gas should be dis- | of which can be only guessed at! account executive. 


— 
— 


Miles Labs to Ad 
News; Lifebuoy 
Starts New Show 


| 
New 


York, March 20. — 
Laboratories will take advaniage oy 
current interest in the intern tions) 
| situation by sponsoring the N tion, 
'Broadcasting Company’s ; 
,of news from correspond 
foreign capitals beginning Mach 24 
| With John W. Vandercook in Ney 


Tiles 


gram 


In 


HATEVER people do, wherever they 
go, these days their thoughts are never 
far from the news. And little wonder, with 
war and defense moves making history, with 


economic and social upheavals shaping our 
futures for decades ahead. 


That’s why intelligent American families 


are leaning so heavily on newsmagazines.. . 


like NEWSWEEK. 


More than 450,000 of those 


above-average families have learned that 


WVEXYWHERE 


NEWSWEEK’s three-way formula of News 


plus News Significance . 


. . Periscope... 


Signed Opinion . . . defines and decodes the 
present; deciphers clues in the news, to 


point the path ahead. 


Such cover-to-coverage among the nation’s 
better and better-buying families explains 
why NEWSWEEK chalked up the largest gain 
in linage among all national weeklies, for the 
first two months of 1941! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newswee 


“THE MAGAZINE OF NEWS SIGNIFICANCE” 


WIZ New York 
WBZ Boston 


WICC Bridgeport 
WNBC Hartford 
Wil Philadelphia 
WRAL Baltimore 
WMAL Washington 
WAGA Allanta 
WIHP Jacksonville 


Listen do “AHEAD of the HEADLINES 


the air every Thursday night, 10:30 E. S. T.; 9:30 C. S. T.; 7:30 
P. S. T. NBC Blue Network stations. 


WSUN Tampa 
St Petersburg WAKR Akron 

WBZA Sp ingfeld, Mass. WTMC Ocala 

WLOF Orlando 

WWF) Daytona Beach 

WHAT Miam: Beach 

WEBR Buftalo 

KDKA Pittsburgh 

WHK § Cleveland 

WITOL Toledo 


Newsweek on 


WSAI! Cincinnati 


WXYZ Detroit 
WENR Chicago 

KXOK St Louis 

KFRU Columbia, Mo 
KGKO Ft Worth-Dallas 
KGO San Francisco 
KECA Los Angeles 
WIR «Seattle 


| York introducing the various com. 
| mentators, the program is aireg 
daily from 7:15 to 7:30 p. m. Unde; 
Miles’ sponsorship, a change wil] b¢ 
made in the set-up of the program 


initiating two-way talks between 
Vandercook and the commentator: 
abroad. In behalf of Alka-Seltze 
and Miles vitamin product: the 
program will be heard on 17 sta. 
tions of the Red network until Apri 
1, when nine stations will be «ddeq 
making a total network of 26. Wade 
| Advertising Agency directs the ac. 
bees 


| 


Louella Parsons for Lifebuoy 


Lever Bros. Company will |aunct 
a new program for Lifebuoy soa, 
| with Louella Parsons as mistress of 
|ceremonies March 28. “Hollywood 
| Premieres” will present dramatized 
previews of new pictures with the 
stars who appear on the screen 
participating. The program will be 
heard Friday from 10 to 10:30 p.m 
over 71 stations of the Columbi 
| Broadcasting System. William Esty 
|& Co. is the agency. 
| General Mills Shifts 
| General Mills will shift “Hymns 
lof All Churches” and “Betty 
| Crocker” from the NBC Red net- 
work to CBS, beginning March 24 
|The daily serials are now heard or 
NBC from 2 to 2:15 p. m. and, a 
announced last week, will be re- 
placed on that network by “Mys- 
tery Man.” On a network of 3: 
|CBS stations, the program will! b 
aired from 9:45 to 10 a. m., “Hymn 


\day and Thursday, and “Betty 
| Crocker” on Wednesday and Friday 
| Blackett - Sample - Hummert is the 
agency. 

| ——— 
Robeson Made Todd A. M. 


The Todd Company, Rochest 
|N. Y., maker of Protectograp 
|checkwriters and check signers, has 
|}appointed David E. Robeson, for- 
/merly with Edward M. Power Com- 
| pany, Inc., Pittsburgh agency, an¢ 
| before that president of Robeson & 
| Co., Pittsburgh, as advertising and 
sales promotion manager. He suc- 
|ceeds F. D. Scandling, who is now 
| doing special work for the compan) 
|/in public and customer relations. 


To Direct CBS Scripts 
| William Spier has been named 
director of Columbia Broadcasting 
System’s script department in Nev 
York, succeeding Max Wylie. H 
'was formerly radio producer-direc- 
tor of Batten, Barton, Durstine & 
Osborn, New York. 


——_ 


of All Churches” on Monday, Tues-% 
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PHOTOGRAPHI 
REVIEW OF 
THE WEEK 


HOW STORY IS TOLD TO HOME ECONOMISTS 


a. Ais , i 
Od 


Above are two front pages of four-page insertions addressed to home economists 
by John H. Woodbury Company. Below is a spread from a similar four-page 


insertion for Procter & Gamble's Crisco. The advertisements, which appeared in 
M. Forecast for Home Economists, are typical of the type of educational material 
ste being made available to teachers. 


_ lef to right, top row, $25 first prize, 
prite, "Sh dows,” 


hicage: and bottom row, two $5 fourth prizes, 
Alchemist,’ 


“Umph!" 
“Grapes of Flash," 


fala estes 


AT INSURANCE PARLEY 


R. H. Motley, vice-president, Crowell- 
Collier Publishing Company (center), 
chats with H. E. Baumberger, Virginia 
state director (left), and A. R. William- 
son, assistant secretary of State Farm 
Insurance Companies, Bloomington, Ill., 
after Mr. Motley's address to the recent 
annual State Farm convention in Chicago. 


ROMANCE 


The sea does its part to sell Eveready 
batteries in this center piece of a dis- 
play unit produced for National Carbon 
Company by Forbes Lithograph Company. 


WINNERS OF "GOOD PHOTOGRAPHY" CONTEST FOR ADVERTISING MEN 


Me are the winners of Good Photography's picture competition limited to employes of U. S. advertising agen- 
by A. E. Meyerhoff, Arthur E. Meyerhof & Co., Chicago; $15 second 
by C. L. Fasch, Badger and Browning, Boston; $10 third prize, 


“Gossip,” by Herbert Frahm, BBDO, 


also by Mr. Fasch, the second prize winner; and ‘The 
by Stanley Rayfield, Arthur Kudner, Inc., 


New York. 


SEEMS ADVERTISING GOES AROUND IN CIRCLES 


Ghat. == 
hal Z eall spaghetti! “New that's 


what | call 


good coffee!” 


HLS ROS COFFEE IS 
Ome CONFER YOU CaN 
aoe a oe 
OF COFFEE. mante 


fr: 
The Covrcct Gaird is queranteed to produce best results in 


- paw GLASS MAKER PeRcOL.aTorR or Pot 
on W dw ections on the sede of the Mills Bros Coffee can are followed 


et “eo Sessmiy ee ® 


MUEL oe 


in. £ 2 £8 8 © 2 fee 
Nine-year old copy, at left, and 1940 prize winner which agency man maintains 
revolve around the same basic copy theme. The nine-year old copy was prepared 


by Raymond Levy, of the Raymond Levy Organization, New York. 


"SPOT-MERCHANDISER" FOR HANSEN GLOVES 


This new "Spot-Merchandiser” was presented to the Hansen Glove Corporation 
sales force at its recent Milwaukee convention. Streamlined for better display 
and more efficient stock control, the merchandiser shows eight different styles 
under glass. Discussing its merits are, left to right, Edward Gerhardy, Hansen 
president; Max Brody, Grand Rapids Store Equipment Company; and Harry 
Adams, account executive, Klau-Van Pietersom-Dunlap Associates, Inc. 


COMBINE "PREFERRED TYPE'' BLONDE, RCA TUBES 


This lithe blonde, creation of Rolf Armstrong, is being used to publicize the 
RCA Preferred Type tube program. The full-color reproduction is being carried 
on calendars, displays, broadsides, wall hangers, etc. 
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MEANS AS MUCH TO A 


MAGAZINE 


AS IT DOES TOA 


PUPPY 


Will one of these Airedales be a champion 
like his father, or an international “best in 
show” like his grandfather? 

Only time, and the judges, can tell. But 
all of them might well take the blue ribbon. 
For back of these puppies is a long line of 
winners, from whom they inherit the head, 
coat, color and stand that make a champion. 

A champion magazine, like a bench win- 
ner, is the result of years of careful selection. 

Cosmopolitan’s long pedigree is studded 
with the names of Kipling, Twain, Conan 
Doyle, H. G. Wells, Irving Cobb and the 
great authors of every writing generation. 
“Great fiction” has come to be a synonym for 


the stories and novels in Cosmopolitan. 


Today’s issues of Cosmopolitan, like those 


of every year since 1886, are marked with the~ 


points by which a critical reading public 
judges a champion. 

“The best in fiction”... with Bromfield, 
Baldwin and Gallico for instance. “The best 
in fact”... with keen, concise appraisal of 
national and international trends, and of the 
day’s most important personalities. “The best 
in illustration”... from the cover girl to the 
jacket on the book-length novel. 

The advertisers are watching, too. They 
see the greatest newsstand sale in the general 
field, the highest concentration among 
young, employed men and women. 


They see an editorial policy which selects 


people who possess that spending tempera- 
ment which responds most quickly to the 
stimulus of fiction. They know that fiction 
has the power to quicken buying action, and, 
by the surveys of many other magazines, 
they’re assured that Cosmopolitan’s fiction is 
admittedly the best. 

Seeing all this, they make Cosmopolitan 
the champion, and reward it, as they have for 
11 straight years, with the blue ribbon of ai- 
vertising leadership in its field. 

‘Thus they go straight to the heart of a 
$5,500,000,000 market... over four times 
the value of the United States petroleum 
production... the annual spendable income 


of nearly 1,850,000 Cosmopolitan famil es. 


Cosmopolitan 


Greater today than yes terday... 


Greater tomorrow than today” 


Neg ateies 


4 porte 
legal 
They 


ers V 


Qu 
intro 
taint 
will 
loaf 
brea] 


Dp 


Me “ a hw. i ae ng aN ewe oat : - a Vick age ee erie, t ey Peet La 7 2 ~>t.de ee = kts, ei Pe. xi - * ey eS 
m J s \ r te > 4 peony ¢ ~~ 3 oe te? > Se : Vad p< i fo 
pri. 
Bt y* 40 ee March 24. 194) 
2: - ae : - Sega Sa, a Re ene aS <2 OS ea ee “ ie ee : —— ee 

i et 
Se F 

he. = Bi! i StF Me Ee & RE ae le 8 ak? ee, a ee PRR gE a Z f % sg oP Nees ce a ‘ 7 ” $ , 5 _ 

A = 7 PF ik aa, Py! ee Sac Ae 4k? ee ‘i os z ‘ Z ea cS ade ic tig ees "cp ga Bes ee wo ee per PR Aer ea : dhe se ‘i One ee oe ae a ¢ tee e? tae oe # i ae Ss ae al ote wae $ byes See oe se : a 
rt . tay Ms See a bs 

al ‘ ere re ee 2 eae 
lope 4 : e* oT eet Ee Se gt 

EE iar Magen Ue oe *. a a ee Blew Brentwood , rt, 

. : ” rns EE pt taeda eae Oe tis, Ad. ae Rg  onegnes 

at 1 ; , ‘é ste i Boe ee Mi Ts aS Hh te a . aa ge lien 
dae . Se Be ok Ce SME Ai BE area a ei Rh > Ch. oS a 
{ oe “ tas . ee ¥ F. - lt eats tee 3 ~ a? Pe = oe Phe <3 7 
q ,  * a 5 ee a 3 a 5 1 et Ried pe. oa 4 ’ 
Be SS eae Shed : ; I al a Tg A F -Flornell Brentwood Lad 
itp Je a) “ ; ¥ ying 5 }. o Reig bon ‘ ‘ ‘Sag 1G Meg ae te we 5 j 

te Pa Tae MN pe be ee Ae Moorhead be Fe 
4 < é, i a a ee ‘ PG? « x ag : tae eee ae g if i : ; OT gate Tee eee ; 

: ; & e yo rf aaa a S he 7 er 7 ‘ “ewar Lae <6) an 
poe! i e : g a ek ‘ ples ” GO ee aa eee © ae ; 
nes) “all ; 3 be age * ie , ig Ft £ a ro ii : ‘ in Re ae ee - 

me : “Oe i i, GS a: aa whe eee y *riarcroft Perfection ; r 

as im st : , ee ere eo ; ~ e. all . é i Vo 

sage z ‘e a Mae ae . “4 Pe : Surv : ge a 
ss . J : Leg oe, Gy SS : ! Pa C* 5 a . ; ta 4 z 
.* | are tie 7 cae : - Ch. Warland Whatnot f 
* Se ms Se * ee a 
" i de ee ’ . a.” ‘ss * Bis < ¥ 7 ae me oe 
3 a” . ‘6 5 ’ ; 7 Ren 5 OF oe CE on - ‘ ; , ; 
BI A haar 3 fg eg ele Pe: ae c 
Poca : ~—» Ch. Clee | ao p Pig ee ek a a 
age f ; és ne alae : et 2 ame Wan , Pees Sa § 
A, 4 - Gp 2 CO Slee ie 1, Meso ‘ ee ea ae $a : ] 
; - Z ‘ee ; ie sili ae yn > id . 2 Se ae fo ly Gan Ss 
. , Be maa ; , } hes ‘ ae ¢ 
Sw | DP gas J | ag TU Warland Stella ‘ 
e 7 | A iy eS ee a, oe Et “a 
2 awe ; ' % . , big . Mere. a wit ats OS ot " : * he 
oq ah iam En j es; re ee 8 TR: ae . Warland ' © - 
_ a ey " q - Be gk eee eet ith ce - nad Bharn ‘ ee fants : poe 2 Z 4 st0} 
ae p Le: hae i Tig An ee ae ee : , eee ‘2 cn 
ee ae Com eta i BO Ss : . 

PCr hint ; ‘ pees gael 7: et ee oe PN DE : Rs ae ‘ 
gers 4 We. ig. ees _—¢ Hector’s Double 
; ome 3 | :  FsASpir: ey a oe Pees es "— 
S ue * Ente, “ig oa bs at bee eS Lady tar ey . 
am : P| * . OF a ie i MD a eae 
" bye . : , ” £3 ¥ a Rd oT ig ia ae Pr ign # 5 x 

ee ¥% - 4 p a Me * a Wee. Sa 
ae ee ee es Sag Re gh, Pee & ’ eS ei , ~ eae ea A 
es, Bey | AR if ; y “" ee RL Oy ee ae oe RY eae tha 
Be ey ee ee ‘ be MT Ate hrs eK ae he. WE e Parc 
2 eee y a oF hoe ae i LAT ee ee oe We Me - PO! pa pio Pi . ft ve ‘ pa ? 4 stal 
ea - a : “ah, i x Pee ah es Ve es, oe : E aed aS 9 Y See OSE & . Miss Gabrielle oe ae mol 
<* e ae Se No 3 kA * De A a FG RT ee ie ge oe eR ne CT ee c ae esd I 
Nas ‘ ‘ : LR gga st of ge gn ae OD ee ts! ‘2 fe Bie Mae ss e ot , ate ae ss — ‘ 
eee ; ; “ im ‘Protectors OM nak gs oe oe "an ee ce poe a ing 
mak, a nee %* ‘ a : : en i Cpt’ Wal wT iVioews Ur PON oR ko i a eee ee ae es y ae ; me pa 
- 7 a pits: ; a “a fd De wd ES nee eg tas Be Rents sot oe ae é - Clee oa ee ad\ 
mee fis ‘ “s , res oar Mees 2 Bo the Ra ea, lang Sor ‘ ' t : re Nog 
] : rat 2 ee eee tae Ss ne ee 4 re ‘ é oe 
3 e ’ an ' * x 2 Kept try Ie 4 ie a a ; ; . » * oe oo os Ai te ome x aa ' x Cae a 
: ‘ eat bs, or Kae : t? bP aden ek ee a — ee a 
: ‘ : 4 ; & OO ia Pee: wae BS ’ yf ee are Bet es - Clonmel Ra M 
i, , : arch eaeee ‘ a eae ae a + od  Pileene eo aot : ao : ‘ 

rape e . as y } one. Pa ok at OF ee" 2 ft. tee q | ss ae st: i 
ae . bias mn cae: One Pr Sida eee (7. <i tis, Fae. hot : uo Clee Charming = * ve atv 
one a Pa) Ba ‘ ¢ — Ch. Covert Dazzle of Shellerock —jI §g=§=§ ee sats 8 : that 
Ex ati 2 ; } ag; ae z es " ‘ . ake LN ee A a ae ae eA " Ch. Clee ye “Ree. * a rr 
ey pee . b mee * Pes ; i Sere: Se urns ceil: Mas pale Sh ons og Sr eer a re Oe ke ee ie a Geer fine 
ie 7 OMG a j oe GOS ee an a ee i 8 Di ee te od lady ’ 

py Pe i) eee a + * fe 4 : ; Lt re em: Oe RE Mi EELS Bf ie Mae ns st olitmcecn pi 
Bi 50: ot Mill trata ee ee es ee ee Wrose Anc a 
Ce ie! ae VKON 7h ty ¢ : ‘* Res ay bia Core wee "4 ens ‘seid gael 4 Tl 
kj 7 ae ‘ 4, ?, % nt ¢ a , ae eek 
x P f eee, ‘ te i Mees * é 5 RK i ? & £ e \ § ae. a 
oe oe ‘ oe $F es as ee ie ee eee ve es ay Sprite ‘ 
: * * bry re : . ‘ rn Mas e ee ees ae ees, ee ay saaeog ei mo ee ' paig 
Payee ws J jt ‘ ; ‘ q : ee Pgh OE ge ea a A a att oS OS ; me With 
_ RN ‘ i ' <# , F fais raat ee ty tet orm $s j PN ie ah ee + eo. A ig Re) . Clee pd : & 
3 OS ee ee ee ee  @& Flt Teen Me ie ahdlt ea age Bins 
; : 4 } Zs " rs a 5 yi ; ae ee ee ae 3 : 
7 : ‘ Cate gs comet | > ae Ge ; eee ree < Us es py Just 
Ye ef: te Palin b 4 ah ~~ : pat me Cate ie i ae Sa ae oe ee - tee effic 
at f ; ~ ~ 2 Se eee eT emer ee é ri ed iin det a fe ae ee r Ch Wrose whor 
“a re 7 4 Ss e% wb ag KES Mere” by 5 a 4 pike : : ei o% fatal oa ey Bah OTs chor ; 
ee, aa 7 ‘ , : % oe - : Rh 5 -? ats al | : «eg o 
re | i ems - Ch, Warland Protector of Shelterock Warland Sprite | 
= : 5 x ie pa PRPs: as: Eee eee Pape: 5S! ee ee 
: if : * .F co - Bo . oy = Se A ae tie ee ~ i eee) SS ‘ ate Ad ‘e P C) 
S. ee BS Ch. Belfort Supre Sect eiaa . 
ao ; i! ett = eee Poe penn ae M dam Sup ee ee ») leroce guis 
ea of Late e. Bil ape 7 ae a ac . beh 
eR 5 (SENG OR Le Me 2 : Review OF D OCK (Ch 
s ni 4 : ics Sa ee «SSeS ye reer ee Omen roe 
ra , ’ . a tire ees Beira 5! Lea emt bus) 
ie * > © * ee “il s je 3 ee is pho 

- agg “ 2 : .* : ’ at ; a a0 pa ee 

ey i P’ .* 9 | ee. ia wie > som 
Mi i ’ ‘ sa . § a “. ‘ ¥ -_ * E P F r i ‘: 
- | a - ,. | Foot BS ia & ror 
Pree : f an ac, r ( ay” iM « , ug be . on -4 : 
Le, “en Bae ‘ : an ee ¥ “Te Ware | 
Jo! ae - hag alba r tg 4 ws — 4 ? . ah “a a . ; ‘ 

ee aa - AS - .. AM * " j 7 | a 4 *. € .* <i . be ‘> > . , , sy . . 

a we 4 ve et Vee « a. a ~ ——T Al 
ee ‘) . ws Y -” \ AS 3 e 4 ; ‘lass 

‘atau ' ae 7’ ° et a: “ 
ad ¢ ‘ ‘ ons al Ae ie rs ® 7 s — . 4 ‘ some 
es — . a * 7 
ap ea ' “4 ™ . glad 
i ‘ 
ae? = ning. 
* a 
iat ee Th 
wees 
ree 
a : 

a 

. 

a 
A a 
& . ey Po 
a | 
i an TI 
ie 
bi Soa in Ra 
PaaS Kraf 

bier: come 

talkir 
Di. 
rian) 
n tl 
ore 
hey 
hild 
fee, 
—— A 
ibe 
ll eee yl 
fie = 
‘eS 7 
es 
a 
4 aUS¢ 
‘ce. 
er « 
a T 
Rane 
} ee ™ 
Pie} 
% —_ i aS" “ H 
it By a 2 b s ‘ ; ‘ ¥ ~ : Ie 
i fs : ; : Bea ig " aa 2 Nae as Sg - ain . Mees : Axe ; : ‘ ; Ae. | ae 
ry Fe 4 wr eh ok) ye + : 20 : ay en i ' = ag 7c ae hae . ons WR elat Tas Pe a Sate: > >: ee . cee Se. as 

= at : P al te ahi eciad hz ee Or: Mia te inet Sey é fA Parga, Sy te Ne ek 7 es F< ae lee » or Feed : 5 ve" vs 2 <2 ee rer > rr i A 

re 3 % vi F mil * < ; wi ' * - es pig) i, a t 4 ey Dag {or es be 

Sees ati ae es ge - 2 eit fe aS aware ee ee a 

? a, pS = ree <A a ee S * si re 1g” = pag we ee , 3 oo ae . = Pan ite i _—_ * 


